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a page of informedtion and Augyerlicws for . Friendly’ netuilors. 


PANHANDLE DEALER sells 1400 pair 
of “Friendly” Sports during 1933 season 










Blackburn Bros, Inc. 
Amarillo, Texas, 
Pays the New Line a High 

Compliment 


“This new line is so individ- 
ual, the patterns so distinc- 
tive, that we feel it will 
make a very strong appeal 
to the young man as well as 








Display window of Blackburn Bros., Inc. Amarillo, Texas. Note ef- 
fective use of the window display features supplied by the Jarman 
the more mature purchas- Shoe Company. 


? 


er,” writes Alex Cannon, 
Manager of Blackburn Bros. 
Inc., Amarillo, Texas. Mr. 


Cannon says something that WE STARTED BUYING THEM 
every “Friendly” dealer will WAY BACK LAST MAY— 


like to read. Read his letter below. @It takes time to obtain the quality of 
leathers used in “Friendly” Shoes. We 
ee started last May getting to the tanners 
BLACKBURN Bros. INC. our requirements for the Spring and Sum- 


Alexander Cannon 
Manager Blackburn Bros., Inc. 








CLOTHIERS 
EerasLisnen toe mer line of 1934. 
a Fmarillo, Jexas. 
le Erpmeee trae Both time and uncertainty enter into 
aeaieetaee the problem of securing some of the im- 
ees ported leather used. For instance much 
t ul 4, if . . 
fuplisnten of our order for port sntoras, receatiy of the genuine Buckskin manufactured 
This new Line 18 90 individual, tne into “Friendly’’ Sport Shoes originates 
patteras so distinctive that we feel they will make e o a 
@ very strong apmel to te young ean a0 Sell os the in Brazil where revolutions and other 
In our experience in fitting these shoes conditions often interrupt the hunting 
Seekect fitting te 'be fvend in tie peace sengee’ f the Jack Buck. te hy shutti 
: o c ck, temporarily shutting Only kath ; ; 
er of the highest quality can pass the 
ozfords ecssag ous 150) Seen ees tas tse ine off the supply. pre he "Pideally” laapention tenn chown above. 


Amarillo is a city of 43,000 people 
located in the center of the Ureat Panhandle of texas 
ané Oklehom. This gives us a very diversified clientele; 
ranchers ané cattle aen, wheet » O11 wen, railroad 
workers and day laborers. e are able to fit them all 
from the Friendly line. 


HEELS 
A rubber heel molded to an entirely new design is 
an added refinement found on most rubber heeled 
patterns of the new 1934 line. 
Incorporates the ‘Friendly’? trademark, is of a 
special balanced compound promising the maximum 


Very traly yours, 
Thy 

See of resiliency and wear. These new heels add much 

- to the appearance and salability of ‘Friendlies.’ 


JARMAN SHOE COMPANY — NASHVILLE, TENNESSEE 


A DIVISION OF GENERAL SHOE CORPORATION 


4s you make and stock all styles in most 
widths, we are able to carry a comprehensive stock, to 
fill in quickly, and in that way gain a reputation for 
a@lways having what the customer wants. 
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THE VOICE OF THE TRADE 


HOMAS J. SHEEHE, 
president, Chatham Manufac- 
turing Company, N. Y., says: 
“The one chief impression I 
brought back from England was the 
glaring contrast between the En- 
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glish clerk and the American when 
it came to a knowledge of merchan- 
dise and how to sell it. After having 
a great deal of contact with clerks 
in this country I was amazed at the 
thorough background of knowledge 
possessed by the salesmen at Har- 
rods, Selfridges and other stores. It 
only took me a minute or two to dis- 
cover that they almost knew more 
about my goods than I do. They 
had even been through the mills and 
knew their traditions from the raw 
stock right through to the finished 
product. You will not run into any 
experience of this kind here in this 
country—at least I never have. I 
have heard a lot of fancy tales 
about merchandising content and 
qualities but no honest, well posted 
selling that was comparable. 

“More and more over the past 


vice- 


few years we have come to realize 
that our problem of increasing 
sales is with the buyer and the re- 
tail salespeople. The disheartening 
thing about this has been the 
apathy, the suspicion, and even the 
resentment with which our new 
ideas and helps have been received 
by these buyers. When we have 
actually got to the sales people with 
information and help on selling we 
have generally found them eager 
for everything we could give them.” 


% % % 


N the annual report of the Secre- 
tary of Commerce, he credits the 
hide and leather division with tak- 
ing an active part in formulating 
the plans and procedure whereby 
the Tanners’ Council of America, 


’ with the authority of the French 


Government and the American State 
Department, was designated to con- 
trol the allocation of import per- 
mits for patent leather under the 
French import quota. The division 
acted as an intermediary between 
the Chinese goatskin importers and 
the Chinese Hide and Skin Inspec- 
tion Bureau, whereby modifications 
of the regulations as to grading and 
trim of Chinese goatskins (of great 
importance to American tanners of 
these skins) were secured. 


OHN McELANEY and Ben 
Cort of the Stacy-Adams Com- 
pany, Brockton, and Francis Shea 
of the Barbour Welting Company, 
are organizers of the Frost Bite 
Club, to tour the wind-swept golf 


gone! 
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courses of New England through 
the Winter season. 

Snow or sleet storms fail to 
dampen the enthusiasm of this trio 
of golf enthusiasts. In zero 
weather, we find them, each week- 
end, touring the courses of Cape 
Cod, reputed to be ideal for Winter 
golfing, and with more favorable 
weather, they play the nearby 
courses adjacent to the South Shore. 

While McElaney and Cort play 
in the low eighties, young Shea, 
who can hold his own with any 
Bay State amateur, is invariably in 
and around 72 and has equalled 
his home course at the Wollaston 
Golf Club with a 68, where inci- 
dentally he has also won additional 
honors as club champion. 











ipprren od Advisory Board 
of the NRA, in connection with 
the Washington price hearing, 
showed clearly that shoe retailers 
have done their part in contributing 
toward national recovery. It 
showed that—far from taking any 
advantage of the consumer—shoe 
retailers have increased prices less 
rapidly than wholesale prices have 
risen. The report states: 

“Both in the leather tanning in- 
dustry and in the boot and shoe in- 
dustry the increases in manufactur- 
ing costs, as indicated by increases 
in wages and raw material costs, 
appear to account for increases in 
the price of finished products. 

“It is somewhat significant of 
price developments in these two in- 
dustries that complaints received by 
us regarding prices of leather and 
shoes have been relatively few. 

“The retailers mark-up—A com- 
parison of the movement of whole- 
sale with retail prices of boots and 
shoes between April and November 
of this year indicates a new decrease 
in the retailer’s mark-up during 
that period. 

“Comparing an unweighted aver- 
age of the increases in retail wom- 
en’s shoes with the wholesale price 
increase in boots and shoes, shows 
that between Aprii and November 
the retail price of shoes would have 
had to increase 6.5 per cent more 
than it actually did in order to 
maintain the same retail mark-up 
that existed in April. This compu- 
tation, however, it should be noted, 
involves taking as the cost of shoes 








purchased by the retailer the whole- 
sale price in the same month in 
which the retailer sold them—that 
is, regarding current replacement 
cost as the determining cost. 
“Plainly a considerable part of 
the shoes retailed in any given 
month would have been purchased 
in a previous month. If all the 


shoes sold be regarded as having 
been purchased two months previ- 
ously to their sale, the retail mark- 
up shows a tendency to increase 








FLYING OVER INDUSTRY 


—Ever fly over an industrial city at night? 

—It’s an inspiration—especially if there is 
any industry. 

—Flying back from St. Louis recently, | 
passed over several industrial cities after 
dark and until midnight. 

—Way down below | could see many 
lighted factories, smoke coming out of 
chimneys, blast furnaces in action. 

—The little world seemed to be busy— 
unusually so, in comparison with condi- 
tions of a year ago. 

—We expect industry to carry on during 
daytime; but when factories are working 
at night there seems to be only one 
explanation—better demand. 

—Possibly we are well on our way out of 
the late lamented (?) depression. 

—At any rate, the world seems perfectly 
normal viewed from way up in the air. 


Seu Tie 


President. 





somewhat from May to September, 
but decreases in October and No- 
vember to less than its average in 
the first four months of the year. 

“By and large, according to 
either method of measuring, it may 
be said that, as far as can be judged 
from the comparative wholesale 
and retail price indexes, the retail 
mark-up on boots and shoes was 
smaller in October and November 
than it averaged from January to 
April.” 


* * *% 


RNEST A. BURRILL of the As- 

sociated Shoe Manufacturers, 
Inc., spoke before the National 
Shoe Convention at Toronto on 
Jan. 16 and said: 

“The shoe industry is realizing 
along with other industries that it 
has the power to decide upon stand- 
ard practice. While it is probable 
that unfair competition can be 
diminished, it is not to be expected 
that all trade abuses can be elim- 
inated. Industries are beginning 
to learn that cooperation has bene- 
fits as well as competition. Now 
that the problem of wages and 
hours has to some degree been 
effectuated, the even more impor- 
tant matters of trade regulation will 
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be developed next. There is a 
growing belief that this cooperation 
on standard practice to correct 
trade abuses will offset largely the 
code cost burden. 

“In Maine, Massachusetts, and 
New Hampshire in June, 1933, shoe 
production was 11,154,269 as 
against 10,154,252 pairs in Oc- 
tober. Therefore, even with one 
million less pairs produced under 
code, employment increased 3.5 per 
cent, payroll 12.9 per cent, wages 
nearly 9c. an hour more, weekly 
wages $1.68 more, and the average 
work week 6.2 hours less. Go back 
to the big idea when codes were 
started—to increase wages, shorten 
hours, and increase employment. 
All three of these things happened. 
NRA did this.” 


* * *% 


ALTER LIPPMANN, in his 
column “Today and Tomor- 
row,” endeavors to prove that this 
country has an hallucination that 
all industry is geared up to over- 
production. He cites the familiar 
example that the shoe industry is 
equipped to make 900,000,000 pairs 
of shoes per year and has a use for 
only 325,000,000 pairs. From 
J. F. McElwain, a member of the 
code authority, he gathers figures 
which he says disprove completely 
the theory of over-capacity in the 
shoe industry. He says: 
“In the first place, the estimate of 
900,000,000 pairs capacity is 


pe AINT 


oo 







grossly exaggerated. For all kinds 
of shoes the highest theoretical ca- 
pacity of the industry is 550,000,- 
000 pairs for a 48-week year and a 
5-day week. This figure,” says Mr. 
McElwain, “is known to be too high 
because ‘all shoe concerns . . . list 
their possible production at a high 
figure.’ But even the high figure 
is only a little more than half as 
big as the figures used in Washing- 
ton conversation. 

“The proof that the industry is 
not really over-equipped came last 
spring, when the shoe industry 
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knew that hours of labor were go- 
ing to be reduced from 48 to 40 a 
week. This forced ‘most of the effi- 
cient producers to purchase equip- 
ment from the United Shoe Machin- 
ery Corporation.’ So great was the 
demand for new machines that the 
machinery company was ‘twelve to 
sixteen weeks late in delivering key 
machines.’ In other words, last 
spring there were not enough ma- 
chines to make the shoes that were 
ordered, not enough capacity to 
make shoe machinery as fast as it 
was needed. Now when all neces- 
sary allowances have been made for 
a rush to pile up stock before the 
codes went into effect, it must be 
evident from these facts that the 
shoe industry is nowhere near hav- 
ing three times as much capacity 
as it can use.” «3. 


oar * x te 


TTO SCHULTZ of Jefferson 
City, Mo., says: 

“Following governmental policy 
of producing artificial shortages, 
maybe we should plow under every 
third pair of shoes on the shelves.” 

Our farm experts are beginning 
to wonder whether all of that plow- 
ing under of cotton is going to help 
matters much. Although 10,000,- 
000 acres were destroyed at Uncle 
Sam’s request, cotton planters seem 
to have worked overtime on the 
acreage that was left. Cotton crop 
figures show a yield of 209.4 lbs. 
per acre in 1933 against 173.3 for 
1932. This season’s yield is esti- 
mated at 13,117,000 bales, whereas 
in 1932 it was only 13,002,000 
bales. Entire world consumption 
for the next twelve months is ex- 
pected to be not over 14,500,000 


bales. 
* * * 


AURICE KING, of Newark, 

N. J., who is achieving a no- 
table reputation as an advisor on 
proper fittings, says: 

“Fully forty per cent of our na- 
tional population is suffering a loss 
of vital energy through improper 
foot posture. If people would pay 
as much attention to their feet as 
they do other parts of their an- 
atomy, they would be well on the 
road to solving their fatigue prob- 
lem. Though foot trouble is apt 
to be the result, rather than the 
cause of other ailments; by attack- 


1934 


ing the foot problem and thus ef- 
fecting proper posture, a general 
physical strength can be built up. 
Proper fitting is, of course, the an- 


swer.” 
* * * 


OHN L. HARRIS, in a talk given 

at a meeting of the Harlem 
Luncheon Association at 5 West 
124th Street, New York City, said: 





“Feet perform services which no 
mechanical invention can duplicate. 
The dependence of general health 
upon the welfare of your .feet is 
broad and inclusive. Foot ailments 
may also cause spinal disorders, 
poor circulation, indigestion, neu- 
ritis and _insatiable fatigue. The 
feet are not blunt instruments in- 
tended merely for locomotion. 

“One of the most important func- 
tions of your feet is to maintain the 
correct posture of your body, Na- 
ture seems to have exercised care in 
the maintenance of good posture 
among her creations. The rooster 
rounds its chest out proudly. The 
lion stands on four legs like a pyra- 
mid of strength. Dogs hold their 
heads erect. Horses arch their 
necks and move with a rhythm of 
fluid grade. 

“But men: Look at the thousands 





who throng the busy streets. How 
rare the sight of one who walks 
with a good posture. How bent and 
overburdened. They carry stooped, 
flat-chested and harrowed bodies. 
Heads droop, knees sag and many 
internal disorders afflict the indi- 
vidual—all due to faulty posture. 
“Good posture and bad can be 
traced to the feet. Repair your feet 
first, and in most instances the de- 
fects of posture will correct them- 


selves.” 
* * * 


DRIC TAYLOR, a last author- 

ity of New England says: 
“Miss 1934 can wear a high heel, 
low heel, a medium-sized heel or 
round toe; a thin toe or a medium 
toe; a long last, a short last or a 
standard last. If the shape or di- 
mensions are anywhere within, rea- 
son, the feminine foot will adapt 
itself, and that is indeed a marvel 
beyond any ordinary under- 


standing.” 
* * * 


RED S. BELYEA, president of 

the reorganized Brockton Co- 
Operative Shoe Company, who in 
the past year has developed a num- 
ber of new patterns that have 
gained a nation-wide reputation for 
this old men’s line house, recently 
introduced a new line of mannish 
oxfords for women. While a de- 
cidedly new departure for Brock- 
ton Co-Operative, this new line cre- 
ated for the co-ed trade has cer- 
tainly stimulated production. 





OMEN’S SHOES 
ODD SIZE. fF 
BARGAIN SALE! [= 


DRA 3679.2 9." CN 
, Pre nee 


Manager: “At least, ladies, it will convince-you of the strength of those uppers.” 
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A view of the spacious and beautifully appointed interior of the new Huggins store in Pasadena. 


A Coast Store of Distinction 


Huggins of Pasadena Creates the Shop of His Dreams 


than 30 years and after occupying three previous busi- 
ness homes on Colorado Street, Fred T. Huggins on 
Jan. 2 moved into the shoe store of his dreams, probably 
the most elegant store of its kind on the Pacific Coast. 

In a building built for the purpose at the intersection 
of Colorado Street and Madison Avenue, with an en- 
energie ape agg ied ye teaglhweccice gle trance on each of those thoroughfares, the new store 


sense of ease, and the arrangement of , , 
stock rooms, in which shoes are segre- takes rank as one of the show places of the city’s busi- 


sd seeing wp uan onal nese district. 
in selling. The customer entering from Colorado Street sees a 
great salon 80 ft. deep and 30 ft. wide stretched out 
before him, in appearance very much like the drawing 
room of a wealthy home. Conservatively modern, every- 
thing about the store has the appearance of refined 
taste. 

The carpeting is broadloom in a restful shade of 
rust-taupe, while the majority of the settees and daven- 
ports are upholstered in melon color. The individual 
chairs are in a lighter but harmonizing shade. Occa- 
sional tables, as well as the lighting fixtures, have a 
rich copper trim, while the woodwork is in maple. 

There is one large semi-cathedral type window 
which gives a sweeping view of Madison Avenue. It 
is shaded with draperies which run into a henna tone. 
The material is a raw silk tweed. 

All of the features so far described are mainly for 


EDWARD 
TUFFT 


By J. Nhe fitting Pasadena’s elite with fine shoes for more 
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the benefit of the customer, but the practical features 
which are helpful and convenient for the salesman 
have not been overlooked. The store is as practical 
as good planning could make it. 

Of first interest are the skylights, which comprise 
approximately two-thirds of the entire ceiling, making 
the store as light as day, yet without glare. 

The stock rooms are an outstanding feature. There 
are three of these, each about 20 by three feet, running 
parallel to the side wall. There are two at the rear 
and one at the front. The fourth corner is occupied 
by the hosiery and glove counter. All such stock 
rooms have mahogany shelving, made from the fixtures 
of the old store. 

All of these stock rooms are used for women’s shoes. 
One at the rear has black shoes only, the other at the 
rear has evening shoes and novelties only, while the 
one at the front is given over to seasonal merchandise. 
The customer, on entering, is asked what type or color 
of shoe she wishes and is seated adjacent to the stock 
room housing such shoes. This plan saves the sales- 
man a good many steps. 

Fifty-six feet from the front entrance the floor of 
the salon drops down two steps, leaving a semi-segre- 
gated area 20 by 24 feet on this lower level. This is 
the men’s department, and it is conveniently entered 
from the side street door. 


The large general surplus stock is kept in a separate 
room at the back and also on the small mezzanine areas 
above the two rear corner stock rooms in the salon. 
The offices on the rear mezzanine above the big surplus 
stock room are not visible from the salon, but a view 
of the salon from the office is afforded through a grille. 

A series of grilles, each about two feet or more in 


diameter, are seen in the walls. These are for ventilat- 
ing and air-conditioning purposes, and it is the plan 
of the management to maintain an even temperature 
throughout the year. 

The outside display windows are distinctive, for they 
are windowed niches rather than orthodox display win- 
dows. Only a few pairs of shoes are shown in each. A 
corner window of a dormer nature is placed diagonally, 
so as to give a view of the merchandise to the pedestrian 
on either street. “Its purpose,” says Mr. Huggins, “is to 
draw the pedestrian around the corner!” The window 
niches are all lined with maple in natural color. 

The Huggins store features women’s shoes from $8.50 

[TURN TO PAGE 44, PLEASE] 


Careful attention to details of 
decoration and furnishing impart 
the air of distinction which im- 
presses the customer on entering 
the Huggins store. Shoes are dis- 
played discreetly on tables and 
otherwise, but interior display is 
never overdone. 
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mands a REAL advertising job. 
The FOUNDATION of a real advertising 
job is a budgeted appropriation. 
The FRAMEWORK of a real advertising 
job is planned promotions. 
The FINISH of a real advertising job 
is attractive, convincing advertise- 
ments and mailing pieces. 
To continue the comparison—the trouble with too 
many “advertising builders” is that their structure has 
no foundation, no framework, and very often a sloppy, 
careless job on the finish. 
Ask yourself if you are that kind of an advertising 


Allocate Your Expenditures to Meet Selling 
Peaks and Sell More Shoes at a Profit 


By R. E. ANDRUSS 


aa do a real job of “selling regular” in 1934 de- 





The chart above shows the 
monthly percentages of shoe 
advertising in New York news- 
papers throughout 1932 


Budget Advertising to “Sell Regular’ 









builder, or not? Be honest about it. Remember, ad- 
vertising is one of your sales force, for whose ability 
YOU are responsible. If you permit it to be a careless, 
slip-shod salesman, you are wasting your money. 

This isn’t a new subject—but it is a mighty serious. 
one! : 

Check up on any of the recognized good advertisers 
among shoe stores anywhere in the country. 

You'll find they have a good solid foundation and a 
substantial framework for their advertising. 

The excuse generally offered for neglecting to budget 
the advertising is the lack of time. GIVE IT TIME! 

The time actually required to plan the budget is. 
small compared to the benefits. 


1934 
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The chart pictured shows how the shoe advertising 
was distributed throughout 1932. 

To make such a chart, covering the monthly distri- 
bution of your own appropriation, check back over 
your monthly selling records for a period of three or 
four years. 

Get the average sales for each of the twelve months 
during that period, and chart these monthly percentages. 

In applying this control to the budgeting of your 
yearly appropriation, keep a close check on Easter, 
particularly; the Easter date affects the Spring buying 
period. 

The Appropriation itself is determined by allowing 
a percentage of estimated sales for the yearly period. 

The percentage to be allowed depends upon your 
store’s location and the type of merchandise you 
carry. Some stores spend two per cent of gross, some 
three, and some even up to seven per cent. 

The average is around three per cent to three and 
one-half per cent. This does not include advertising 
salaries or rent, or display expense. 

In any case, the point is to budget the appropriation 
to meet the normal buying trends—to sell shoes “regu- 
lar” when the public wants them instead of having to 
spend too much to close out mark-downs that might 
have been sold regular in season. 


The appropriation should be divided between news- 
paper and direct mail advertising. Here again circum- 


stances must dictate. To give all to either newspaper 
or direct mail does not work out well. The average 
is about two-thirds newspaper, and one-third direct 
mail. 

Bill boards and other forms of advertising get a small 
percentage of the appropriation. So small, usually, 
that if the appropriation is not large they should be 
omitted unless an extraordinary circumstance justifies 
their use. 

The monthly appropriation should be divided among 
the different lines you carry—men’s, women’s and 
children’s shoes, and so on. 


OME stores base their division on the percentage of 

business done by the various lines. Others try to 

determine the job each department should do to repre- 
sent balanced profitable results in the store. 

In other words, if a department is weak, advertising 
is used (at the appropriate time) to bring it up where 
it should be, if possible. The allowance would exceed 
that which would be granted if it were based on past 
records. 

After the appropriation is budgeted, the promotion 
program should be planned. You know how much 
you can spend during the months that make up a 
season—HOW CAN IT BE SPENT TO THE BEST 
ADVANTAGE? 

What are the “high spots” that can be promoted to 


gain the most business through increased customer 
interest, in each department that is to be advertised? 

For example, style shoes. What are the major 
themes? These may be oxfords, lower heels, brown 
or blue shoes. Plan a program for style shoes that 
brings out a “major promotion” of an important style 
theme. 

Back it up by giving it “the center of the stage” in 
your window displays; give it a good display position 
in the store. It might even deserve a postcard or letter 
to your customer list. That depends upon the size of 
your appropriation. 


HEN you plan your advertising for any style or 

type of shoe remember it will have its greatest ap- 
peal to a certain customer group that is interested in 
that type or style of shoe. 

Plan the advertising, choose illustrations, and write 
the copy to appeal to that customer group which are 
logical customers. 

Appeal to their interests; tell them the facts about 
the shoes that will be of interest to them. 

When you budget your appropriation, plan your pro- 
motion, and consider the customer’s viewpoint in pre- 
paring your ads, you're going to get more for your 
advertising dollars. Advertising will become an invest- 
ment—a profitable one—rather than an expense. 

If you have neglected those things, why not get busy 
now? Sell more pairs at a profit in 1934! 

Cooperative clearance sales, Foot Health Weeks and 
Sport Shoe Weeks, have proven conclusively that group 
promotions command far greater community interest 
than individual effort. 

The Government is asking guilds and associations to 
take up the job of self-government and control under 
the N.R.A. In various instances this cooperative effort* 
has resulted in definite benefits to the members. 

Spring, 1934, offers an excellent opportunity for co- 
operative effort in the promotion of Spring and Easter 
Footwear. 

Faced with a short selling season, the need of advance 
style promotion becomes imperative. Yet many stores 
hesitate to use very much. advertising space ahead of 
the period of actual demand to introduce new fashion 
trends. 

With a cooperative program it is possible to do a 
good “style introduction” job without a great expense 
to any individual store. 

At the same time, the aggregate advertising space 
will be great enough to justify the cooperation of the 
local papers in giving editorial space. Often they will 
assign someone to write the copy. 

The plan is simple— 

Let all the style shoe merchants in town get together 
and arrange a schedule of style themes to be promoted 
weekly or semi-weekly, in a series that would combine 

[TURN TO PAGE 44, PLEASE] 
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By RUTH HARRINGTON 


Did You Say 


E have had sandals and sandals for years and 
years. But this season “the program, Graham” 
(as Ed Wynn would say) is different!” 
Different in these ways. 
<> Different in volume. Thousands more pairs will be 
sold this year than last. (And last year was a good 
sandal year.) 

Different in price ranges—because, for the first time, 
the better houses are in the summer sandal business. 

Different in their selling—because these shoes belong 
in the shoe store as well as in the department store, this 
year, if ever, and if shoe stores are alive to their possi- 
bilities. 

Different in their styles—because the open toe, the 
low heel, the new fanciful fabrics and colors, are all 
very, very different! 

Here is some of the evidence on these four points 
of difference. 

Florida—now at the height of its season—is sandal- 
mad. And now that stores are doing a Southern busi- 
ness again, reports from the resorts are again a good 
index for Summer. St. Louis went in for sandals in a 
big way. The pattern makers are getting more and 
more requests for sandals. An amazingly successful 
Winter for evening footwear—accenting, as it has, the 
sandal fashion, points to a sandal carry-over for Sum- 
mer daytime wear. 

Apparently sandals are selling at all price ranges— 
with the emphasis on the highest and the lowest. The 
middle group is slower to move on a fast shoe proposi- 
tion. The St. Louis market favored cheaper sandals, 
with the better lines holding back a bit. But here in 
Brooklyn factories, here in the upper Fifth Avenue 
stores, sandals are being expensively made and ex- 
tensively sold. 




















* This question, it seems, was one retailer’s summing up of 
the new shoe lines! 
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1. Beach Sandals—fcr pajams and bathing outfits. Clog 


The New School for Sandals Has Five Classes heel sor flat heels. Gay, Mexican colorings. Lots of rope 


SANDALS ?* 


When we came to investigate the sandal market we found 
a number of new sources. Here is a moderate-priced 
slipper manufacturer whose sandals were a sensation in 
St. Louis. Here is a company who made cork products— 
who have just leaped into this field. Here is a bench shoe 
manufacturer whom you would never think of for this 
type of footwear. So when you come to buy your sandals, 
look about a bit! 

The rubber footwear companies have not as yet gotten 
into the swim. The bulk of their orders will be placed 
later on and they are wisely holding off until that time. 
But the rumors are that the rubber companies are styling 
up their lines as they never did before. 

For many years the shoe retailer has had a sandal bogey. 
A sandal, to his mind, was not a real shoe. It was a specialty 
proposition entirely. Department stores could sell sandals, 
but he couldn’t be bothered. This year, if he doesn’t 

_interest himself in sandals, he will be passing up a good 
big slice of the Summer business pie! 

A manager of a mid-town shoe store said to us recently, 
“Last year if we sold a customer a pair of white oxfords 
for the South, we called it a day. This year we find a real 
interest in more fanciful shoes as well. We are selling 
afternoon types. And, for the first time, we are merchan- 
dising inexpensive sandals—for the beach, to wear with 
shorts, and for general knocking about.” 

[TURN TO PAGE 44, PLEASE] 


lacings. Here is a Ghillie sold with different colored lac- 
ings and a multi-colored sandal with a cork sole. 


Il. Sports and Shorts Sandals—the typically 1934 contri- 
bution to the sandal mode. Service leathers or rough tex- 
tured fabrics. Mostly open toes. 


We show here two “native” types:—The two-strap model 
derived from an Argentinian shoe, the ‘Capri’ sandal, in- 
spired by the monks’ shoes wor non that famous island. 
This shoe was highlighted in Burdine’s Miami Fashion Show 
Very important. 


Wl. Spectator Sandals—Lighter, daintier construction for 
summer dresses on the side-lines. Note the matching lin- 
ing on the little checked slipper. The model with the 
draped vamp also significant. 


IV. Tennis and Deck Sandals—with non-skid soles of rub- 
ber or rope. We show a fanciful one with multi-colored 
linen strips and a conservative type in white novelty fabric. 


V. And the Formal Sandal—-for late afternoon or evening. 
Fine leathers, satins, crépes, piques. 


The window is from Sommers on Fifty-Seventh Street—An 
effective Southern display—with open toe sandals right up 
front! 
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AND WITH SANDALS 
WHAT ABOUT 


HERE'S THE STORY, IN BRIEF: 


@ Some women will go without stockings—to show their 
tinted toe nails. 


@ Some women will wear anklets, chiefly for sports. 


@ Most women will undoubtedly wear regular stock- 
ings with the new sandal shoes . . . and call it a day. 


@ A few women will want special sandal stockings. The 
demand has been increasing steadily—chiefly for 
evening—chiefly in ingrains. Several new construc- 
tions are on the market. Others are to be released 


shortly. 


HIS sandal situation is something to be reckoned 

with in stockings. There is no question about the 

importance of extreme sandal patterns in shoes, 
for evening and Southern wear now, and for late Spring 
and Summer mechandising. Sandal stockings a year 
ago were chiefly concerned with sole reinforcements. 
The open shank was the main problem. Today’s sandals 
are cut out at the heel, cut out at the sole and often toe- 
less. Today’s sandals have wider strippings which create 
more friction . . . all of which makes matters much 
more difficult! 

What will happen? Will women go without stock- 
ings? Will they wear socks? Will they want special 
sandal stockings? Or will they wear regular stockings 
and not worry too much about the reinforcements 
showing ? 

We have been interviewing manufacturers and buy- 
ers on the subject. And we find the answer is “yes” to 
all four of these questions, depending on the circum- 
stances! 

With open-toe resort sandals, whether for dancing or 
for the beach, many women will go stockingless. They 
must show off their painted toe nails and good legs, if 
they have them. There is no use fighting this fashion 
now so much in the news. The only comfort is that not 
all toes or legs bear so much emphasizing! 

With many sport sandals women will wear socks. 
Because socks add a note of gay color. Because they 
make for greater comfort for active sports. The sock, 
heavier in texture throughout, shows its reinforcements 
less obviously than the silk stocking. These socks (or 


anklets) have had a steady selling rise. Every shoe store 
with a hosiery department should give them special 
thought this Summer. 

Special sandal stockings have been considered by 
many hosiery manufacturers. Some have already ruled 
the idea out as being too small a problem to disturb the 
sleep. Some are playing a waiting game. We know of 
one company who discussed the idea for hours at 
their recent sales convention. They decided to do noth- 
ing now, but instructed their salesmen to report to 
headquarters every buyer reaction on the subject. 

A third group is meeting the demand. So far these 
are all makers in ingrain or the finer dipped hosiery. 
They feel that only an extremely sheer, fine stocking 
can fit into the picture. To make hosiery with minimum 
reinforcement is one thing. To expect it to wear is 
another. The boomerang of returns on anything else but 
a luxury stocking would wipe out all profit. 

Business in sandal-foot stockings for evening has 
been excellent in New York stores. Evening business 
in general has been excellent. Returns have been sur- 
prisingly few, because women do not expect durability 
from this class of merchandise. As a luxury item, then, 
the sandal-foot stocking seems to have a real place. 

There still remains the possibility of some entirely 
new construction idea to solve the problem—not based 
en less reinforcement but on some radically different 
principle of knitting. 


HE French have sent us stockings made like mitts, 

stockings actually made like gloves—not to be taken 
seriously but amusing for display purposes. The sandal 
vogue in shoes is a challenge to the ingenuity of the 
stocking industry. Who knows what radical new thought 
may come out of the situation. 

The general consensus is, however, that we are more 
frightened than hurt by the effect of sandals on the 
stocking business. Several people we talked to made this 
point—and it’s a good one for shoe salesmen to have 
on hand. The knitting of stockings has so far improved 
in the past few years that no stocking really looks 
clumsy when seen without a shoe or with an open 
sandal. If we had had a parallel vogue for open-toe 
shoes five years ago, women might have had occasion 
to worry about their stockings. But now, is there any 
real reason for getting disturbed? 
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Something new to be reckoned with this 
Season in planning what hosiery to feature 


STOCKINGS? 


For the average women, the average shoe, the average 
occasion, the average stocking would seem to be ade- 
quate. For a high style, novelty note, the fine sandal 
stocking. For some shoes, socks. For some women no 
stockings at all. This at least is the theory—so far, so 
good. But women have a distressing way of not acting 
according to the most approved theories. So all of us 
would do well to keep our ears to the ground—the 
ground where open-toe sandals will disport themselves 
this Spring! 


Co-ordinating Shoes and Hosiery 


OSIERY must necessarily be a sideline item in 

any but the very largest shoe stores, but it can be 

a very profitable one, one that justifies more attention 

than is usually delegated to sideline merchandise. By 

closely coordinating his shoe and hosiery departments, 

the shoe merchant can hope to increase considerably 

the size of his average sale—and to do so without any 
great expense. 

Managers of Broadhurst, Inc., exclusive shoe store 
in Denver, Colo., have realized these facts and have 
taken advantage of them to develop a worthwhile vol- 
ume of extra business. Despite continued unfavorable 
conditions during the early months of the year, the 
Broadhurst department has netted a noticeable increase 
so far during 1933 and promises to make sizeable fur- 
ther gains during the balance of the year. 

One very effective plan used by the Denver firm in 
coordinating shoes with hosiery is this: Shoe customers 
are invited to use a writing desk beside the hosiery coun- 
ter in writing checks for shoe purchasers; while here 
the manager of the hosiery department has an excellent 
opportunity to suggest and exhibit her wares. 

“Having the desk where it is gives us an excellent 
opportunity to suggest without any danger of offending 
the shoe customer,” says Miss Mary Breslin, manager 
of the hosiery department. “Standing behind the coun- 
ter, I am only a couple of feet away from the desk, and 
it is a simple matter to make an unobtrusive approach. 
I have found it well to really catch the interest of the 
customer at the outset by suggesting some definite num- 
ber that I know will ‘go well’ with the shoes she pur- 
chased. Except when the store is so crowded that this 
is impossible, I plan to keep my eye on each shoe patron 
to see what she buys; then I have something ready to 
show her when she comes to the front of the store.” 


Extreme right in illustration, McCallum sandal construction in an 
Ingrain—with minimum reinforcement at toe, heel and sole . . 
selling successfully now as an evening stocking. 


Left, a new sandal stocking from the Foremost Hosiery Mills. The 

sole has a non-rip seam but no reinforcement. The cushion heel is 

knit for especially close fit, while triangular shaped reinforcements at 

intersections of heel and toe sections with the sole are designed 
to withstand friction of sandal strips. 
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Put Fashion on a Firm Foundation 


style piracy and we will quote names just to 

substantiate the authenticity of the story. Del- 
man produced an open-toe sandal with braided leather 
thongs. He sold it to Saks Fifth Avenue as an $18.50 
seller. The first shipment was sent to the famous Fifth 
Avenue store. Naturally the style was shopped early 
and a sample was bought by another manufacturer. 
He, because it was the commercial custom to follow 
a good thing, made and shipped to another store a 
number of dozens, to be sold for $14.50. The process 
of shopping continued and another manufacturer made 
the shoes to sell for $10.50. To make a long story short, 
the same type of shoe was offered eventually at $1.25 
net and would you believe it, the original maker’s name 
was even attached to the ultimate product. The final 
maker had evidently hit the bottom for that type of 
shoe for he was quoted as saying: “This fashion cannot 
be made for less.” You might at this point say: “Well, 
it’s the custom of the trade and what of it.” 

“Let’s show you how wasteful the process was. The 
first store canceled a reorder immediately on hearing 
that it was priced for less elsewhere. The second store 
canceled an order even while some of the shoes were 
in the making, because it was offered for less elsewhere. 
And so on down the line—the orders like a house of 
cards collapsed. Only the final rock-bottom operator 
stood to win. 

The originator for his fashion child suffered a loss 
of $200 on patterns and dies. The creator would have 
been better off if he had never originated the shoe for he 
was “in red” for his effort. The same red ink ran down 
the entire line of operation with the exception of the final 
stage, where the possibility of a hundred thousand pair 
season on a good number is not unusual. It was the old 
commercial habit of copy, copy, copy. 

But now comes the possibility of correction. Collec- 
tively industry may be better off if under the codes 
or under national legislation there is a possibility of 
protection of design. Here’s how it would work out. 


Hew: an example of the waste developed by 


The originator would get the benefit of his pattern 
for one year. The style trend would stimulate other men 
to invent and create and in each division, all the way 
down, shoes would be designed and protected for a pe- 
riod of a year. The man on the bottom might, in this 
case, be able to get superb designing art at a low per 
pattern cost, for he spreads his mass sale over a hun- 
dred thousand pair production. Art would be encour- 
aged and every store all along the line would have an 
assurance that the shoes it possessed were salable on 
first order and possibly reorder. The very safety of the 
style would encourage the merchant to sell and service 
that shoe at a price that would return to the store a 
profit, permitting him to pay his bills to his sources of 
supply. 

Art is almost limitless and the creation of the artist’s 
brain is worth paying for. The trend of style is larger 
than any single pattern and true beauty in footwear 
might be enhanced by more creative brains rather than 
less. Style piracy has limited the opportunity of the 
trade, rather than increased its effectiveness. 

Congressman Theodore A. Peyser of the 17th District 
of New York wants to develop practical legislation and 
proposed an amendment to the Patent Act. He says: 


“Design piracy is an unfair method of competition. Design 
piracy shall be defined in each industry*by a special committee 
of the trade association in that industry. The committee shall 
direct the establishment of a BUREAU FOR THE REGISTRA- 
TION OF DESIGN and the interpretation to the trade of its 
definition of ‘design piracy.’ 

“The definitions of the word ‘design’ and the word ‘timeli- 
ness,” shall be considered to mean interpretations arrived at by 
the committee in each industry. 

“It shall be unfair competition to make use of any design 
registered with the Design Registration Bureau of the Associa- 
tion except with the written consent of the person making the 
registration: provided, however, that no distributor shall be 
deemed guilty of unfair competition or unfair trade practice 
unless, after the committee shall have determined that the 
alleged infringing design does in fact infringe such registered 
design and after such distributor shall have knowledge of such 
determination, such distributor shall KNOWINGLY copy, or 
buy from any source, such design which shall have been de- 
termined by the committee to constitute an infringement of such 
registered design.” 


Design protection is now possible in a number of 
codes. The outcome is worth watching. 
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WOULD YOU FIT THE SAME TYPE 
OF SHOE TO ALL OF THESE FEET? 
—and expect steady patronage after that ? 

















The Normal Arch 
Raised properly. A built-in arch 


shoe may be worn on this foot 
. as a normal or correct arch 
shoe only. 


1st & 2nd Stage Weak Foot 


The beginning of weak or flatfoot. 
Individually fitted supports are 
needed. They must be adjustable 
to meet improved condition. 


3rd Stage Weak Foot 


Not completely broken . . . but 
greatly lowered is this arch con- 
dition. It needs an especially fitted 
support. 


Complete Flat Foot 


The arch structure is broken down. 
An individually fitted true-shank 
support is necessary. 


) the shoe is merely a covering and protection for the human foot... . that nothing but an individually fitted 
and adjustable arch support will give correction and improvement to those suffering with weakfoot or flat-foot—is being 
learned rapidly and is going to be learned by thousands more during the next couple of years. There will be a demand 
for such arch supports ... Dr. Scholl’s. You need them in your business. Here is why. 


This repositioning requires knowledge of the foot—foot condi- 


In the early stages of weakfoot con- 
tions—and scientific shoe fitting. 


dition the person upon standing 
shows a foot elongation of one inch, 
or three full shoe sizes. Measured 
while sitting he, or she may indicate 
and upon 


This education takes but little of your time and is accorded free 
as a part of Dr. Scholl’s Foot Comfort Service. 


This service is being accepted by thousands of 


select shoe merchants throughout the country 


These merchants are reducing their complaint losses . . . . build- 
ing their volume and net profits . . . . with repeat business . . . . 
by incorporating the Dr. Scholl Foot Comfort Service as an 


a size seven shoe... . 
standing to walk home with the shoes 

—a size eight-and-one-half foot is suffering in the seven shoe. 
Will that customer patronize you after such fitting? 


Successful shoe retailing today—more than ever before—de- 


mands skilled and scientific shoe fitting . . . . with the shoefitter 
carefully regarding individual foot conditions. Thus... . the 
customer is comfortably fitted and satisfied . . . . with the result 
she, or he—will always come back to you for future require- 
ments. Repeat business demands this type of service. 


See the illustrations at the top of this page 


Would you, conscientiously fit one particular type of shoe to all 
these feet? Would the physician or foot specialist . . . . the 
chiropodist . . . . recommend this one shoe as relief for all the 
above illustrated feet? Never. You should not, either. 


Shoes, as you know, are manufac- 
tured over lasts that are designed 
for normal feet. As soon as there 
is an abnormality of the customer’s 
feet—those feet have to be RE- 
POSITIONED into the new 
shoes if comfort is to be assured. 


iy )| 


integral and vital part of their shoe business. 

e 8@ ® 
See illustrations . . . . how the support is individually fitted to 
the foot—and how easy it is, with one or two taps of a rawhide 
hammer, to adjust the support to meet an improved condition. 
These things are a part of the service. No obligation or cost 
involved in learning about our service. Mail the coupon today— 
to the Dr. Scholl office nearest to you. 


MAIL THIS COUPON 
TO NEAREST 
SCHOLL OFFICE 


THE SCHOLL MFG. CO., Inc. 
213 W. Schiller St., Chicago 
62 W. 14th St., New York City 


Please send me full particulars or have your representative explain 
the Dr. Scholl Merchandising Plan as well as its advantages. 


NAME... 
ADDRESS... 


CITY AND STATE 
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T the request of a group of doctors at the National 

Osteopathic Convention for an opportunity to get 
closer to shoe men, Stephen J. Brouwer of Milwaukee 
plans a Shoe Fitting School Clinic as a feature of the 
Research Foundation, 330 West Wisconsin Avenue, Mil- 
waukee. 

Many retail shoe men, feeling that the opportunity 
might be enlarged to cover a week’s schooling in shoe 
fitting, prompted Mr. Brouwer to enlarge the scope of 
his undertaking to a complete course in shoe fitting 
as outlined in the curriculum below, to be covered in 
one week, Feb. 19 to 23. Mr. Brouwer says: 

“It is with the realization of a definite lack of educa- 
tion and understanding regarding feet that this school 
has been organized. We hope that through this contribu- 
tion we may aid humanity by providing this knowledge 
in creating better cooperation between those who are 
concerned with the welfare of the feet.” 

Enrollment may be made for a registration fee of 
$5. The student naturally pays all personal expenses 
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Doctors and Shoe Men Co-operate 
Plan a Week's Study of Feet and Shoes | 





of hotels, meals, transportation, etc.—with the excep- 
tion of Thursday night’s banquet. This course has been 
prepared for all those interested in feet and shoes, 
namely, doctors, shoe fitters, shoe dealers, manufac- 
turers and shoe travelers. 

The subjects covered will be anatomy of the foot, 
physiology, pathology, applied anatomy, diagnosis, 
symptoms of foot defects, typing of feet and shoes, 
orthopedic shoes, style shoes, shoe construction, correc- 
tive padding and wedging. 

The faculty of the Research School includes many 
cutstanding authorities on feet and fittings: Dr. Chester 
C. Schneider, M.D., orthopedic and bone and joint sur- 
gery; Dr. Clifford I. Groff, D.O., D.S.C., chairman, re- 
search committee, foot section, American Osteopathic 
Association; Dr. Robert P. Franke, D.S.C.—well-known 
Milwaukee chiropodist; Dr. Robert L. Simon, spe- 
cialist in foot fitting; S. J. Brouwer, research specialist 
in foot hygiene and lasts; August C. Orthmann, consult- 
[TURN TO PAGE 48, PLEASE] 

















SHOE FITTING SCHOOL CURRICULUM 


(Subject to Change) 






















THURSDAY 


SYMPTOMS 
of Foot Defects 
Dr. Groff 


SYMPTOMS 
of Foot Defects 
(continued) 

Dr. Groff 
FITTINGS 
Proper and Improper 
Mr. Brouwer, 
Mr. Van Deuren 


LUNCH 


CORRECTIVE 
PADDING 
Mr. Henry 


PADDING & WEDGING 
Selected Corrective 
Cases 
Dr. Simon 
ATHLETIC SHOES 
Basket Ball, Football, 
Track, Gym., Mr. C. J. 
Krauthofer, Gen. Mgr. 

Wis. Shoe Co. 


FITTING CLINIC 
Mr. Brouwer, Mr. Van 
Deuren, Mr. Henry, 
Mr. McGuire 


BANQUET 


Summary & Open Forum 








FRIDAY 


ANATOMY 
Summary and Open 
Forum 
Dr. Simon 
ABNORMAL CON- 
DITIONS 











Dr. Simon 
CO-OPERATION 
between Doctor and 
Shoe Fitter 
Dr. Groff 


LUNCH 


CHILDREN’S 
SHOES 
Shoe Manufacturer 












WOMEN’S 
SHOES 
Shoe Manufacturer 








MEN’S SHOES 
Shoe Manufacturer 






FITTING CLINIC 
Selected Corrective 
Cases 
Dr. Simon 


DINNER 


























Interesting Programs are being arranged for each evening such as Informal Discussions, Educational Movies, Personal interview 


MONDAY TUESDAY WEDNESDAY 
9A. M. ANATOMY BLOOD SUPPLY rhea se gM 
. to Bones—Ligaments Foot—Leg of Mechanical Dis- 
10A.M.| Dr. Robert L. Simon Dr. Simon turbances 
Dr. Groff 
ANATOMY PATHOLOGY 
10 A. M. 
on Muscles a of Mechanical Dis- 
11 A.M. Leg—Foot Dr “od turbances (continued) 
Dr. Simon : Dr. Groff 
11A.M. Ng ee a PHYSIOLOGY DIAGNOSIS (X-RAY) 
to : ‘ : Foot—Leg Normal and Abnormal 
12M Muscles, Lungs, Tendons, Dr. C. |. Groff. D.O 
* | Kidneys, Ligaments. oo ey Feet 
12 
1 P.M. LUNCH LUNCH LUNCH 
PATHOLOGY BONE & JOINT 
TPM. Corns, Bunions, Cal- APPLIED ANATOMY SURGERY 
to \ . Physics of the Foot : 
2P. M. | louses, Ingrown Nails. Dr. Groff as applied to the foot 
* | Dr. R. P. Franke, D.S.C. P Dr. C. C. Schneider, M.D. 
2P.M.| WHAT THE X-RAY | APPLIED ANATOMY oso ah 
3 He M be arg dri eer Mr. Russell Van Deuren 
one er So ‘ Foot Eitting Specialist 
3 P.M. LEATHER CONSTRUCTION ORTHOPEDIC SHOES 
to Tannages of Shoes Research Lasts 
4 P.M. | Mr. August C. Orthmann Mr. S. J. Brouwer Mr. Brouwer 
4P.M. LEATHER CONSTRUCTION | ,, FITTING CLINIC 
to Why Feet Burn of Shoes (Continued) > ey egg + Fog 
5 P.M. Mr. Orthmann Mr. Brouwer Foot Fitting Specialists 
5 to 
7P.M. DINNER DINNER DINNER 
7 P.M. 
Py M THURSDAY NICHT—INFORMAL BANQUET—AIl registrants will be guests of the school at banquet. 
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This Washington display gives you an excellent chance to feature policy advertising by tying up the phrase “Honesty Our Policy” with a 
silhouette head of Washington. You can either use this silhouette head or any good sized picture of Washington that may be available. 
The center panel is edged in red, and flanked at either side with curved panels of wall-board decorated in blue and in white stars. Here we 
show how box shaped stars can be used as display fixtures. The two points at the sides of the stars act as shelves on which to place shoes. 


Mid-February Window Ideas 


Plan for an Early Easter by Giving the 
Public an Early Glimpse of Spring Shoes 


Birthday and Valentine Day can be dramatized 

in February window displays to impart a fresh 
interest in shoes during a month in which business is 
normally at a low ebb—when clearance sales have lost 
their initial urge and it is yet too early, in many sec- 
tions of the country, to anticipate any considerable 
volume of business on new Spring footwear. 

This week we offer an idea for a window display 
appropriate for the third and most important holiday 
of the month, Washington’s Birthday, which is ob- 
served as a general holiday in many communities and 
attracts widespread attention and interest everywhere. 
Though not in the same class with those holidays that 
furnish an actual reason for the sale of extra merchan- 
dise, such as Christmas, Easter, etc., Washington’s 
Birthday nevertheless has a definite significance to the 
display man. It provides him with a theme around 
which to build an interesting and colorful display that 
will get attention at a time when ordinary merchan- 


[’: week’s RECORDER suggested how Lincoln’s 


dise displays or clearance windows excite little interest. 

This is so generally recognized that the majority 
of alert stores seize eagerly upon the opportunity to 
do something interesting in their windows for Wash- 
ington’s Birthday. And so the problem of the indi- 
vidual display man is to create something sufficiently 
novel and arresting to stand out vividly among the 
many Washington’s Birthday windows that will be 
competing for attention in his community in the third 
week of February. The background idea suggested 
in this issue was designed with the thought of provid- 
ing something different and distinctive, in the modern 
spirit, which at the same time is simple and easy -of 
execution. 

February furnishes a last opportunity to feature 
footwear for southern and Winter cruise wear, ap- 
pealing to those Winter vacationists who make it a point 
to plan their departure so as to escape the disagreeable 
weather conditions prevailing in northern sections of 
the country during late February and in March, 
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An especially important merchandise event in the shoe store is that of featuring shoes for southern resort wear. The stores in the 
North can feature these shoes for their customers who go South while the southern stores can feature shoes for the tourists who are in 

the South. While most stores show southern footwear in January, a mid-February window reaches the late southern vacationists and also ~ 
appeals to the average customer who is beginning to think of Spring shoes. In the window shown here we suggest a palm tree cut 
out of wall-board, placed against the window back. This is so designed that there is enough solid area in the leaves to serve as a space 


on which to letter “For Southern Wear.” 


This panel of leaves is in solid green while the trunk is in tan and brown. We also show how 


palm leaves cut out of wall-board or ply wood and painted green can be inclined at an angle and used for displaying shoes. 


when pneumonia, influenza and similar illnesses take 
their heaviest toll, according to health statistics. A 
window of this type in February has a double appeal, 
reaching not only the class of customers who are 
planning cruises or sojourns at southern resorts, but 
also the average customer, who by this time is begin- 
ning to think of Spring and to feel an interest in 
Spring shoes. 

With Easter hardly more than six weeks ahead, it is 
time in mid-February to begin to turn the attention of 
people definitely in the direction of Spring merchan- 
dise. A window of this character affords an oppor- 
tunity to display, not only southern vacation and cruise 
footwear, but many types of shoes which will be in line 
for early Spring selling up North. It is a distinct 
advantage this year to get people to thinking of Spring 
at an early date, to create a Spring mood and a Spring 
interest that will result in early sales of Spring mer- 
chandise. 

With these ideas as keynotes for windows to be 
shown in February, the display man should concen- 
trate his planning during this month on the problem 
of how he can promote Spring merchandise to the best 


possible advantage, so as to produce for his store the 
maximum potential volume of sales in a season when 
business men in general expect to see some definite 
results in the way of increased business from the vari- 
ous forces that are now operating in the direction of 
recovery. 

From a selling angle, this coming Spring will be a 
very critical season for many stores. It is conceivable 
that the life of many a business may depend upon 
whether a substantial increase in sales comes its way 
this Spring. There are substantial reasons for be- 
lieving that the possibilities for increased sales, at a 
worth while profit, will be greater this Spring than 
they have been for several seasons. But these sales 
will not come automatically to any store. They must 
be attracted through carefully planned and skillfully 
executed promotion and publicity. Window displays 
must play a leading part in every promotional plan. 

To aid the merchant and display man in planning 
striking windows for the early Spring selling season, 
the period before Easter, the RECORDER will present in 
forthcoming issues suggestions for backgrounds and 
display ideas for this period. 
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AR sTORNCLOTH 


OUR CONTRIBUTION TO BETTER OVERSHOES! 


There was never a time when meritorious features in rubber 
footwear meant more to your business and profits than the 
present. 

Rubber footwear has been improved from time to time in many 
details to give it serviceability and sales appeal. Now a fabric 
for overshoe uppers is receiving widespread trade attention and 
the endorsement which outstanding merit deserves. 
“BARBOURDINE” is our own exclusive development in a 
double-fabric construction with a GUARANTEED PURE SILK 
AND WOOL FACE, and is water-resisting to a greater degree 
than ordinary overshoe fabrics. 

“BARBOURDINE” IS KNITTED, not woven, and as a result has 
a flexible character that lends itself to better manufacturing 
and fitting. 

“BARBOURDINE” has a lustrous fast black which holds its bril- 
liancy and will not turn grey or rusty. If you want pleased and 
satisfied customers, and repeat business on overshoes, ask your 


pOURDIn 
TORIC! TH 


AN IMPROVED FABRIC FOR FINE OVERSHOES 


P, S. — = , sample | VA Arctics 
swatch o ‘a : 
a : ) manufactured with 
BARBOURDINE’’ 
Sage | BARBOURDINE 


and compare it with com- 


peting overshoe fabrics. Z may be purchased 
from 
Firestone Footwear Co. 


Hudson, Mass. 


MANUFACTURED BY 


BARBOUR MILLS 


FABRIC DIVISION OF BARBOUR WELTING COMPANY 
PRODUCERS OF THE FAMOUS BARBOUR STORMWELT 


BROCKTON, MASS 
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“| don’t receive people as customers but as friends,” says Hazeel W. Dunlap, hosiery buyer for the Cleveland Stetson Shop. 
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And 


that statement goes a long way toward telling the story of her unusual success. 


Three to One on Hosiery 


Cleveland Hosiery Department Sells Three 
Pairs Consistently to Every Pair of Shoes 


HE shoe store that sets out to sell three pair of 
| w= to every pair of shoes, is shooting high in- 

deed but the Cleveland Stetson Shop of Cleveland, 
is riding comfortably on that 300 per cent ratio. Fur- 
thermore, this institution, according to Allen V. Hol- 
brook, Jr., manager, has not carried over a single pair 
of men’s wool socks in three years. 

One principal reason for their healthy turnover is 
the buyer of men’s and women’s hosiery, Hazel W. 
Dunlap, an attractive blond young woman with a 
friendly personality and plenty of good sound mer- 
chandising ideas accumulated over 14 years of trade 
observation. Making customers satisfied is the theme of 
her success. 

Selling the correct style, quality and size to meet a 
definite purpose is simple enough but application of the 
rule finds its variations. Miss Dunlap is one sales- 
woman who doesn’t take sizes for granted. “Never de- 
ceive customers by giving them the wrong size,” she 
says. “Too many saleswomen haven’t the nerve to cor- 
rect them. I trade entirely on the future and the re- 


turn of my patron and, once sold, I am confident of 
their repeat business. 

“Nothing will give dissatisfaction quite as quickly 
as a misfit which causes discomfort and short wear. 
Women, as a rule, are inclined to buy too short and this 
fault must be corrected. Often the customer will be de- 
ceived into thinking her shoes are too tight and re- 
flection may even revert to the shoe department. Men, 
too, often buy their socks too small and the Cleveland 
Stetson Shop has found it necessary to carry sizes from 
914 to 13.” 

One of the buyer’s strongest aversions is the scowling 
saleslady whose patience is snapped by the persistent 
shopping tactics of her prospective customer. “I would 
gladly show 50 pairs of hose to a customer if she would 
stay at my counter long enough to examine the mer- 
chandise.” 

Nearly a year ago the Cleveland Stetson Shop, recog- 
nizing the value of the hosiery department, gave it more 
space and a more commanding forward position prac- 
tically in the center of the store. Here, Miss Dunlap 
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conveys her interest to shoe purchasers on all sides. 
A full-length mirror is located on a fore corner of her 
department and when the prospective patron steps for- 
ward to examine footwear which she has tried on, the 
hosiery buyer with a smile gives them a friendly nod, 
a word of comment on their selection or a mere remark 
about the weather—anything in fact which the situation 
and mood invites. In the words of the buyer herself, “I 
never use the old-fashioned sales book. I have no set 
talk and never know in advance what I am going to 
say. Individual treatment must be accorded to fit the 
character concerned.” 


NVARIABLY when the shoe shopper steps to her 
nearby mirror, Miss Dunlap finds a splendid oppor- 
tunity to suggest to the party that she can match any shoe 
in the store. Often it is a mere suggestion or remark 
about colors which invites their curiosity and a desire 
to examine her hosiery stock. They are never asked to 
buy. In fact this expert salesperson claims she never 
talks sales—she makes them “want to buy.” 

“T don’t receive people as customers but as friends, 
exactly as I would receive them in my own home., Treat- 
ment of the patron is as important as the quality of your 
merchandise. Give them credit for knowing as much as 
you do in your conversation whether they do or not. 
They appreciate such treatment. To first sales is your 
foundation. Be sure to make it right. After that, you will 
take pains to hold them.” 

“T don’t ask them what colors they wish for the list of 
color shades is extensive and light or dark never mean 
the same to different persons. Take a box of each, in- 
stead, and set it before them. It is then easy to get the 
desired variations. 

“Half of the women I meet know nothing about qual- 
ity, but shop entirely on color and appearance. With 
such a situation, the fate of the purchaser is in the hands 
of the saleswoman. I try to supply their needs as eco- 
nomically as possible and that means giving them the 
quality to fit a purpose. Often I have found the working 
girl, who buys one pair of stockings every week-end, 
wants sheer hose to go with heavy oxfords. It is easy 
to correct such a notion and give her the reinforced 
merchandise which she needs. That girl is sure to be 
back when she gets double or triple the service at the 
same cost. 


“TO the woman who wants an 89c. pair of hose, a 
$1.25 pair and another for $1.50, I am quick to 
suggest that she buy one quality good enough for both 
everyday and dress wear. Then, in case of accidents, she 
has replacements while better hose means longer wear 
and money saved. I always suggest less colors and more 
pairs alike for the better satisfaction it usually gives.” 
At the Stetson Shop it is never “let me sell you,” but 
“let me show you.” “I endeavor to get the merchandise 


into their hands as soon as possible,” says Miss Dun- 
lap, “for once in their hands it is half sold. Furthermore 


_I never quote single pairs but always by the box, con- 


stantly educating them to box economy and, of course, 
a better turnover for the store. And, another thing, when 
they say ‘I will take this,’ I stop talking about it, wrap 
it up and get it out of sight. Then I am ready to talk 
and suggest other things. Too often the sales person 
talks herself out of a sale after the sale is really closed.” 

The Stetson Shop hosiery buyer has many practical 
“don'ts” in her merchandising suggestions. “Never 
argue about a complaint or exchange and ask as few 
questions in a controversy as possible. | make one de- 
cision, giving full credit or none, and abide by it. If 
they are wrong, I tell them so but I also add that ‘we 
are going to keep your happy and will gladly replace.’ 
We never tell them we will send merchandise back to 
the factory to get a decision for I feel experienced 
enough in the business to decide at once with no 
quibbling. 

“I don’t believe in making a person feel obligated 
to buy in order to get away. On the contrary, they are 
made welcome with the same cheery smile and cordial 
treatment whether they make a 50c. purchase, a $10 
selection or buy nothing at all. Satisfaction is the main 
thing for it must be remembered we are not selling 
one order but a future business.” 


HE prospective patron waiting along the counter for 

service is one who gets a kindly thought from Miss 
Dunlap. “I always turn from the party I am waiting 
on long enough to greet them and often this will hasten 
the purchase of the immediate patron. Then, if the first 
party doesn’t decide right away, it is easy to place a box 
or two of hose before the waiting client without detract- 
ing from the service at hand. Such treatment eliminates 
the embarrassment of idly standing. 

“Some salespeople are sadly put out when an ex- 
change is requested. At our store, we make them will- 
ing enough, for the patron’s pleasure is our recommen- 
dation. If a customer ever receives her fully-wrapped 
parcel and suddenly wishes she had selected another 
color, I will snap that package open immediately. I 
want that person to go out thoroughly satisfied. 

“I never ask a customer what price they want to pay. 
In fact I don’t mention price until asked. Don’t show too 
many colors or styles all at one time because it will 
only confuse the customer and make the sale more diff- 
cult. As far as the stock is concerned, carry less styles 
but all colors and sizes of each style, thus preventing 
an accumulation of odds and ends and the usual re- 
sultant loss.” 

Miss Dunlap likes her work and her customers and 
gets pleasure out of knowing that purchases will be 
satisfactory. She has confidence in herself and her mer- 
chandise and she feels sure when she sells a patron 
that she has made a friend who is sure to be back again. 















Texas and Oklahoma Shoe Re- 
tailers and Southwestern Shoe 
Travelers Hold Successful Con- 


ONFIDENT that the cotton and 
C oil blessed Southwest can pro- 

vide its “chillun’s” feet with 
more and better footwear during this 
year of 1934, Texas-Oklahoma Shoe 
Retailers’ Association and Southwest- 
ern Shoe Travelers’ Association as- 
sembled with renewed zest at their an- 
nual joint convention on Jan. 28-31 
in the sunny palm rooms of the 
Adolphus Hotel, Dallas, Tex. 

With 200 exhibits of fresh, timely 
samples to tempt the buyer-eye, South- 
western Shoe Travelers’ Association 
began this twenty-second annual con- 
vention on Saturday afternoon, Jan. 
28, with a severe protest against South- 
western hotels for having raised rates 
far in excess of reasonable recovery 
program increases. 

Complaints of many of the travelers 
that hotel rates have been raised in 
amounts varying from 50 cents to 
$1.50 in practically every city in the 
Southwest led to a heated discussion 
of ways to combat the trend. Finally 
the convention officially condemned 
unreasonable rates and instructed the 
convention secretary to write to Gen. 
Hugh Johnson to learn if hotels are 
justified in their statements that under 
the code they cannot do otherwise than 
raise their prices. 

J. L. Sullivan of Dallas, vice-presi- 
dent of the Travelers during 1933, was 
elected president for 1934. J. J. 
Buckley, also of Dallas, was elected 
vice-president, and W. T. Mitchell of 
San Antonio was reelected secretary- 
treasurer. Retiring President Harvey 
L. Hunter of Dallas was elected rep- 
resentative to the national shoe con- 
vention, with Mr. Sullivan as alternate. 
Ed Kehleher of San Antonio, chair- 


man of the railroad committee, re- 


ventions in Dallas 


ported that during the last few months 
railroads have been cooperating whole- 
heartedly with the Travelers and that 
considerable sums are being saved 
Travelers through the installation of 
the scrip book system, concessions on 
excess baggage and abolition of a sur- 
charge by the Pullman Company. 

The Travelers met with the retail- 
ers at noon Monday to hear Henry 
W. Stanley, director, trade extension 
division, Dallas Chamber of Com- 
merce, stress salesmanship as the key- 
stone in the arch of 1934 shoe busi- 
ness. 

“This is clearly a follow through 
year,” said Mr. Stanley. “We started 
a lot of things in 1933 that we must 
carry through in 1934. Primarily, we 
must check the efficiency of our sales- 
manship. Why haven’t jobbers given 
retailers more information about their 
shoes so that salesmen can really talk 
about them? Before salesmen can be 
really efficient they have to know every 
fact about their merchandise.” 

Mr. Stanley outlined his conception 
of a model shoe salesman as being 
one who does not ask a prospective 
customer “What size do you wear?” 
but one who measures the customer’s 
foot to find out what size he wears. 
“Further, the salesman who has most 
impressed me as a customer got down 
a pair of shoes in my size and put 
both shoes on my feet. Then he be- 
gan his first sales talk, saying, ‘You 
need that pair of shoes.’ After I had 
bought the shoes, he said, ‘Now let us 
send you out a black pair for eve- 
ning wear.’ He sold me more than I 
even asked for—that’s efficiency, and 
efficiency was never at a greater pre- 
mium than now.” 

A Texas state sales tax will be op- 
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Lone Star Merchants Meet 



















W. A. HARRIS 


Fort Worth Merchant Who Presided at 
Convention of Texas Shoe Retailers 


posed by the legislative committee of 
the retailers at the present and at fu- 
ture sessions of the Texas legislature, 
Carl Mueller of Austin, chairman, told 
the convention at the Monday busi- 
ness session. A year ago the conven- 
tion went on record as being opposed 
to a sales tax, Mr. Mueller said, and 
his committee will continue to oppose 
such a method of increasing state rev- 
enue until otherwise instructed. The 
convention voted its appreciation for 
the work being done by the commit- 
tee and did not change the instruc- 
tions. 

The nominating committee placed in 
nomination, for election Wednesday 
afternoon, all the 1933 officers of the 
association, including W. A. Harris. 
Fort Worth, president; George Baum. 
Corsicana, first vice-president; R. C. 
Mynatt, Dallas, second vice-president : 
Gus Daniels, Fort Worth, third vice- 
president; L. H. Graves, Dallas, fourth 
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the exclusive manufacturer of 


DNC MOUSE CNL Ta? 


From the standpoint of increased 





volume, increased profits, _ in- 
creased turn-over, increased good- 
will—this is the most important 
announcement ever made to buy- 
ers of children's shoes. 


© By Special Permission 


f a ae Pel ? Walt Disney Enterprises 


Write for prices — 


The Mickey Mouse line provides 
smashing price’ hits as well as 
amazing innovations in canvas 
shoe design and _ construction. 
Converse quality is manifested as 
strongly as the tremendous appeal 
of Mickey Mouse. Our salesmen 
are on the road now—keep your- 
self open for a substantial order. 
You will regret it, if you don't. 


CONVERSE RUBBER 


MALDEN, MASSACHUSSETTS 











When writing advertisers please mention Boot and Shoe Recorder 















vice-president, and W. B. Taylor of 
Fort Worth, secretary-treasurer. 

The committee also nominated as 
new directors, to fill expired three- 
year terms, Ben Phelps, Shreveport; 
W. P. Barnes, San Angelo; H. L. 
Baker, Denton; John F. Willis, Dal- 
las; Alex Hesselson, Fort Worth. 

Timed to coincide with the Dallas 
spring market season, the Southwest- 
ern shoe convention attracted approxi- 
mately 1500 retailers, many of whom 
showed an intense interest in the prob- 
lem of shoe returns which came to the 
front as a discussion topic in the open 
forum conducted by George Baum. 

“I believe that we can cut down 
complaints by never criticizing a cus- 
tomer’s shoes when she makes a plea 
for sympathy by complaining in our 
store of a purchase made in another 
man’s store,” said Carl Mueller of 
Austin. “Don’t aggravate her weak- 
ness by agreeing with her that the pair 
of shoes she bought from your com- 
petitor is shoddy. Tell her they look 
all right to you, and you will likely 
save your competitor the difficulty of 
making an adjustment and yourself of 
making a similar one.” 


Another lively topic in the forum 
discussion involved the problem of fit- 
ting girls in dressy shoes. “Girls’ 
shoes is the most neglected field in the 
industry,” said Walter Taylor of the 
Cox Store, Fort Worth. “To add to 
its difficulty in solution, this problem 
is aggravated by the double sales re- 
sistance offered, that of the girl and 
that of her mother.” 

Highlighted address of the conven- 
tion was that of Louis Kane, president 
of Kane,” Dunham & Graus, Inc., St. 
Louis, on “What the New Code Means 
to the Shoe Industry.” 

“The recent Supreme Court decision 
upholding the Minnesota mortgage law 
stamps the Supreme Court as liberal 
and the legality of the recovery act is 
generally conceded now as settled, and 
we can consider the National Recovery 
Administration as a permanent func- 
tion in government,” said Mr. Kane, 
“and, therefore, we can now speak 
with more certainty of its place in our 
industry. 

“Just what has it meant for us to 
go off the gold standard? In the 
South you are interested in cotton. -By 
leaving the gold standard, and let me 
call your attention to the fact that the 


gold standard is a legislative condi- 
tion and not a natural economic con- 
dition, our money depreciated in terms 
of foreign exchange, permitting for- 
eign countries to profitably buy our 
cotton, and this has caused, as I view 
it, the advance in price from five to 
ten cents a pound rather than the 
plowing up of cotton. Consequently, 
the purchasing power of cotton has 
followed the advance in _ retail 
products. 

“The business man of today, be he 
manufacturer or retailer, must give 
his business his best thought; he must 
know his business in the literal sense 
of the word ‘know’; he must gather 
all the data available on his particu- 
lar business; he must study économics 
to know his costs and make his de- 
cisions accordingly. In reality, the 
NRA extends the challenge of self- 
government to industry. And now 
when the sun is breaking through the 
heavy clouds of economic chaos, every 
business man should help the Govern- 
ment and thereby help himself by in- 
telligently planning and controlling 
his operations and by cooperating in 
the elimination of low wages and long 
hours.” 


New Exclusive Store 


BEVERLY HILis, CALir.—Oviatt’s, ex- 
clusive Los Angeles men’s store, has 
opened a second store of like character 
in the Beverly-Wilshire Hotel here, 
and in the shoe division is featuring 
only the highest grades of hand-made 
English imports ranging in price from 
$20 to $30. The most popular number 
was designed originally by Mr. Oviatt 
for American trade and has changed 
but little, if any, in design in several 
years. James Oviatt, a nephew of the 
proprietor of the downtown store, is in 
charge of the Oviatt store here. The 
store is one of the most richly furnished 
merchandising institutions in the city. 





Thank You! 


During the past week the Boor AND 
SHOE RECORDER has asked the coopera- 
tion of many of the shoe stores in ob- 
taining a better picture of the hosiery 
business. The response has been excel- 
lent and we wish to thank those who 
so kindly took the trouble to answer 
our questions and give us figures. 
Many asked for information. To them 
we are getting out answers as prompt- 
ly as possible but a few of those asking 
forgot to add their names and ad- 
dresses. If these will write us again— 
this time giving their names—we will 
be glad to send the requested informa- 
tion. 
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Reports Substantial Gain 


RICHMOND, VA.—Reports showing 
one of the most successful years in its 
history featured the annual meeting 
of stockholders of the Stephen Putney 
Shoe Company, of Richmond, recent- 
ly. This company was established by 
Samuel Putney 117 years ago and is 
Richmond’s second oldest firm. 

In 1933 the company not only in- 
creased its force in the Richmond plant, 
but added to the sales force. While 
efforts were concentrated in the South- 
ern States, the business on the Pacific 
Coast made consistent and _ steady 
gains. 

In 1933 the company sold 369,012 
more pairs of shoes than it did in 
1932. This was better than the 1932 
gain of 356,448 pairs of shoes over 
1931. A substantial gain in dollar 
volume also was reported. 

Directors reelected were A. P. Cone, 
R. W. Williams, P. W. Brandt, H. L. 
Threadcroft, A. H. Felthaus, C. A. 
Bain, B. Frank Dew, W. H. Felthaur, 
W. H. P.' Leigh and E. E. Wilson. 

Officers reelected were A. P. Cone, 
president; R. H. Williams and P. W. 
Brandt, vice-presidents; H. K. Thread- 
croft, treasurer, and A. H. Felthaus, 
treasurer. 


Advocates Packing Industry 
Administrator 


Boston, Mass.—F rederick H. Prince, 
Boston banker, suggests that the pack- 
ing industry should have an adminis- 
trator. Secretary Wallace, of the U. S. 
department of agriculture, says that 
cattle should be classed as a basic 
commodity. 

If cattle are so classed, will leather 
and shoes be likewise classed? Maybe 
yes—maybe no. Anyway, there is a 
movement towards regimenting the 
shoe and leather industry, which is 
allied to the packing and the cattle 
industry, being dependent on cattle for 
its chief raw material. 

Some say regimenting. Others say 
regulating. The codes are regulations. 

“Great economies can be made in 
distribution,” says Mr. Prince in sup- 
port of his suggestion that the packing 
industry have an administrator. 

Why is it that the tanners and the 
shoemakers have to carry millions in 
inventory of surplus leather and shoes? 
Why is it that packers have to carry 
millions of inventory of hides and 
cattle? 

The interest charges are large, and 
the risks are great. 

Mr. Prince argues that the risks may 
be reduced and the charges cut if the 
packing industry has an administrator. 

It ought to be cheaper than it is to 
get a roast of beef from the farm to 
the dinner table, a ham sandwich to 
the lunch room customer, and a pair 
of shoes onto the feet. 


WH 
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MR. HERMAN 
B. DELMAN 
INVITES.... 


hoe manufacturers .. . to visit the DELMAN factory 
in order to observe the new DELMAC Process in 
operation. 


nvented by Mr. Fred Maccarone, originator of 

the single sole method of shoe construction, the 
DELMAC Process is worthy of serious investigation. 
DELMAN, Inc., the world’s finest shoe manufacturers, use it 
in the manufacture of DELMAN SHOES and recommend 
it to other manufacturers for its simplicity, economy, speed 
and quality results. Shoes made by the DELMAC Process 
are flexible, light weight, and exquisitely suitable for the qual- 
ity minded consumer. 


ELMAN SHOES are a splendid example of the 
type of footwear made possible by the DELMAC 
Process. Plan to investigate it for your own use at once. 


The 


DELMAC - PROCESS 
304 EAST 45th STREET 
NEW YORK CITY 


* 
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MAURICE J. YOSKIN 


NE of the season’s significant 

style developments in juvenile 
footwear, as brought out in the dis- 
cussions on children’s shoes at the 
recent N.S.R.A. Convention is the 
new type of open-toe barefoot san- 
dal, designed to allow foot freedom, 
give a smart and attractive appear- 
ance and provide a type of shoe 
which can be produced in various 
price ranges. 

Maurice Yoskin of Geuting’s, 
Philadelphia, who is highly enthu- 
siastic over this new sandal develop- 
“ment, declared after the meeting 
that it provides something greatly 
needed at this time. Because of 
economic conditions, there has been 
a strong tendency for increasing 
number of children to revert to the 
old barefoot custom in Summer, 
which is not only a bad thing for 
the shoe business but a menace to 
the health and welfare of the 
children. While it may have been 
beneficial for the children of an 
older generation to go barefoot, 
especially in the rural areas, condi- 
tions of life have changed so mate- 
rially that the child of today, living 
in town or city, is exposed to se- 
rious danger of foot injury or infec- 
tion if compelled to do without the 
protection pf shoes. 

The’ new types of sandals give 
barefoot comfort, combined with 
proper foot protection and a-smart 
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Big Sandal Season Seen 


Important Development Which 
Originated in Texas and Okla- 
homa Likely to Sweep Entire 
Country This Summer, in Opinion 





appearance that appeals alike to 
children and parents. At the same 
time they will be available in va- 
rious price ranges, the lower price 
lines to retail as low as a dollar a 
pair, so that parents who are 
obliged to practice rigid economy 
will still be able to provide their 
children with proper foot protec- 
tion. 

Representatives of various manu- 
facturers of children’s shoes, includ- 
ing International Shoe Company, 
Brown Shoe Company, Shaft-Pierce 
Company, Gilbert Shoe Company, 
and others attended the children’s 
style meeting in St. Louis and took 
part in the discussion. Asked by 
Mr. Yoskin to give his experience 
with these sandals, Mell Cronshaw 
of International Shoe Company, 
said in part: 

“These sandals originated in Tex- 
as and Oklahoma. It is an open-toe 
gandal, and we are recommending 
one with a buckle on the ball strap 
so you can get adjustment across 


of Speakers at N.'S.R.A. Conference 


the toes. They are made of silk 
leathers, unlined, and by having a 
buckle over the vamp on the ball 
strap, can be adjusted so as to hold 
snugly on the foot. . 

“The sales value I am very famil- 
iar with, because I have studied it, 
have gone into it with other con- 
cerns who have had this sandal, 
and I know it is there. It has sales 
value from babies of three up to 
and including misses 3’s. The big 
volume, however, is on the chil- 
dren’s, 814 to 1114. 

“This shoe has been compared 
with a closed sandal, particularly 
for children. Everybody is outdoor 
minded now, and people are going 
around almost barefooted, and the 
sandal will work out right with this 
idea. It is open, practical, and we 
feel it is not only going to have 
sales value in the South, where it 
has been selling in a big way for 
three years, but all over the coun- 
try, because it is a good proposi- 
tion. 

“Tt has a big sales value and it is 
going to cut in on the regulation 
sandal. It has great practicality, 
and I think you are making a big 
mistake if you do not cover on it 
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because even in little babies’ 3 to 5 
they will sell. They are flexible 
and comfortable. I have watched 
children, and they are generally 
running around barefoot, after they 
begin to walk around the home. 

“This sandal appeals—it is going 
to bring big business. It will have 
to have a counter to hold the heel 
firmly, and the manufacturer will 
take care of it.” 

Mr. Yoskin: “Do you think the 
price element will enter into the 
success of this open-toe sandal?” 

Mr. CronsHaw: “Yes I do. I 
have been working on it, as you 
have. The price will be $2 top, 
$1.50 will be volume, and many 
will have them as $1 retailers. This 
is a bad feature, but I do not be- 
lieve $1 retailers will carry the 
buckle and counter. The feature I 
want to emphasize on this sandal 
are the buckle on the ball strap— 
it is elk, unlined—can be adjusted 
to three widths with the buckle, so 
merchants do not have to carry 
many widths, and they can be fitted 
in full sizes, as the width is ad- 
justable.” 

Mr. Yoskin: “There has been a 
great development in lasts, and I 
believe with this improvement the 
sandals are coming to the fore, be- 
cause you are able to build more 
scientific types of shoes than we 
have had in the past. I believe they 
will take the place of ‘sneakers,’ or 
the so-called rubber-soled types of 
footwear. If you put a buckle on 
the ball strap and the lasts are 
scientifically created I am sure it is 
a step forward. 

“It just so happens we have one 
of the last makers with us who 
represents the Vulcan Last Com- 
pany, Jack Madden. I believe they 
have done a lot toward developing 
lasts for this open-toe sandal, and 
I would like to hear a few remarks 
from Mr. Madden on these sandals.” 

Mr. Mappen: “The tendency to- 
day is toward correct types of lasts, 
and we as last makers are giving a 
lot of thought and time to that as 
makers of children’s lasts. I will 
show you one shoe you get on the 
average last. Notice how it is worn 
over on the outside. Here is the cor- 
rective type, worn straight ahead, 
and the same child wore those two 
shoes. 


“We are building lasts for all 

















kinds of feet, not only in welts, but 
stitchdowns as well. Mr. Yoskin 
spoke of sandal-type lasts. We are 
making a last now to take care of 
that, because so many have the solid 
strap as well as the buckle type of 
sandal in their lines. In building 
ordinary lasts we have to make them 
sufficiently high to make them fit 
without any adjustment on the ball 
of the foot, in order to give them 
the toe room. A good many people 
want to build other shoes on this 
last, as it costs money to build this 
type of last, so we have built it into 
more of a corrective type of shoe— 
and we are devoting more and more 
time to a corrective type of last; 
and you will notice that the out- 
sides are straighter than they have 
been, and we are building up the 
arches, so they will not let the feet 
run over. 

“We are devoting most of our 
time to corrective lasts in juvenile 
shoes, plus style, because we have 
to bear in mind the style angle, 


which plays a great part, especially 


in heel heights like 9/8, which are, 
of course, for narrow type shoes.” 

Mr. Yosxin: “Mr. Brouwer, I 
believe your father had quite a lot 
to do about lasts, and as you are 
a ‘chip off the old block,’ would 
like to hear a few words from you 
about open toes and lasts suitable 
for them.” 

Mr. Brouwer: “We have used 
Dundeers way down in the small 
sizes. These keep most of the dirt 
out, or else they have to take it out 


when needed. We should have a 














last which has the shape of our 
all over leathér shoes, featuring 
anatomically correct principles 
from the bottom up, feeling that 
practically shoes on which there 
isn’t much support on the upper 
leather, the bottom is more than 
ordinarily important in taking care 
of the heel, and, of course, leaving 
enough toe room—but, of course, 
the foundation is the thing to stress. 
Even in shoes which are not more 
than a strap of leather on the foot, 
we should have those essentials 
built right into the bottom.” 

Some retailers expressed doubt 
as to the open-toe feature, fearing 
this type of sandal would tend to 
collect sand or dirt under the foot. 

Mr. Yoskin: “It seems there is 
a considerable difference of opin- 
ion. I do not see how we can get 
away from the regular barefoot 
sandal type. I believe it is estab- 
lished as a play shoe, and I doubt 
if we will ever change; but I believe 
the open-toe sandal is an additional 
shoe to play along for the three 
months’ Summer period. We tried 
to fight it for two years. We tried 
them in small lots, which I believe 
has been the experience in New 
York, and it is surprising how they 
sold. 

“The slipper houses have made 
them on ordinary lasts—didn’t have 
correct sizes and widths, but just 
made them straight—but if we can 
have them made in rights and lefts, 
with features built in them, I am 
sure it will be an additional shoe 
for children’s departments.” 





NEW COOPERATIVE®: 























THEY COME IN BY THE DOZENS AND KEEP 
COMING IN EVERY TIME THEY NEED SHOES 


Children come into your store bringing their parents. 
They buy shoes. The next time they need shoes the 
children insist that they be bought from you. It never 
fails. This plan isn’t something that builds business for 
a month or two then dies down. It builds sales month 
after month, year in and year out. It doesn’t require 
the outlay of a lot of money. Be the dealer to get it 
in your locality. 





SALES PLAN BRINGS 
FOR DEALERS 


Wherever Used... Merchants Praise This Plan 
lt Will Make Sales for You... LEARN ABOUT IT! 


Here is a selling and promotional plan that will work 
for you and your business. It has been proved time and 
again in businesses just like yours. Not only will 
it greatly increase your sales in children’s shoes but it 
will increase sales in men’s and women’s shoes and 
other merchandise. As} us to explain in detail with no 
obligation to you. 


e e EVERY MERCHANT USING 
THIS PLAN SAYS IT IS GREAT 


Before announcing this selling plan to the trade we 

experimented. We got the cooperation of a number of 

dealers representative of all kinds of stores in every 

type of town and city. The plan was modified to fit the "We heartily recommend this plen 
conditions found in all types of stores and departments. to our fellow merchants," 

Without exception every dealer using the plan is enthu- 

siastic about it. Read a few of the parts of letters repro- 

duced here, then write ts for details. It will be the 

right move for bigger sales for you. 


PETERS 
Branch of International Shoe Company S$ AY A B 0 U T T H | S P L A # 


sT. LOUIS 


Ask About the New Get the fatts...then decide 
WEATHERBIRD SALES PLAN 
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QUESTION—Is there a difference 
in the length of a shoe, same size 
markings, as for instance, size 7 A and 
7 B, both shoes of same last? 

G. F., BROOKLYN. 


ANSWER: My answer is NO. 

The shoe may be designated as 
wider or larger but not longer. 

You may try this simple test. Meas- 
ure a size 7 AA and size 7 E and 
judge for yourself. Put both shoes up 
against an even background, and 
draw a straight line at the toes. I feel 
sure you will find that the person who 
made the statement that one is longer, 
will be convinced that such is not the 
case. 

Let us assume that if one 7 is longer 
than another, because of the width by 
so much as 1/30th of an inch, if that 
were so, the differences between 7 AA 
and 7 E would be 5 widths, or 1/6 of 
an inch or 1/2 size longer, or the dif- 
ference between a 7 5 A and 7 EEE 
10 widths or 1/3 of an inch or 1 full 
size. , 

3. 4araa. 


* 2 


QUESTION—W hy do men object to 
rubber heels? 
R. L. M., SPRINGFIELD. 


ANSWER: We do not believe men 
object to rubber heels, we rather like 
to believe that some men prefer hard 
heels or leather heels—because of 
habit or location. 

Recently, one such man, in object- 
ing to rubber heels, asked—do men in 
the Regular Army, who walk plenty 
wear rubber heels? 

We merely asked—Does the Regu- 
lar Army train on hard or macadam- 
ized roads? We believe the gentleman 
got our point. 

We find that men who live in the 
country, the boys in the colleges or 
universities, prefer hard heels, be- 
cause, in their walking, they get 
enough resiliency from mother earth. 

Men in the cities—who walk on 
hard pavements, concrete and hard 
wood floors, soon get accustomed and 


Do you read and save the Questions and 
Answers, we print under the heading “The 
Fitting Rule?” 

We know many women who have scrap 
books of recipes cut out of daily papers and 
magazines. We also know men, who keep 
a scrap book of items of interest that per- 
tain to gardens, or inventions, or dress 
hits, yes and now that “Here’s How” is 
legal again, a scrap book of “How to Make 
i” 

We believe you should start a Scrap 
Book of the Questions and Answers that 
we publish for your benefit, and read them 
over frequently. 

Incidentally—there are many types of 
shoes that can be sold, if you know how, 
strange, but nevertheless true. It’s tough to 
sell something you know nothing about. You 
could increase your volume materially, if 
you knew how to sell certain types, and 
give a good reason why they should be 
bought. 

Perhaps, you are against certain types of 
shoes because you are not fully acquainted 
with their Whys and Wherefores. 

We shall be very happy to get your 
questions on any subject relating to ‘Types 
of Shoes” —“Why They Fit”—or “Why They 
Do Not.” 

Or, maybe you get plenty of kicks, 
which you find it difficult to overcome— 

Maybe it’s because some shoes bite, or 
grip or slip. 

We will answer you direct, or publish it 
for the benefit of all whatever your problem 
may be, if you will write and ask questions. 








eventually prefer rubber heels, be- 
cause of the resilient effect. 
Believe it or not—the rubber heel 
does take the jar out of every step. 
We believe you will find few men 
over 30 years of age who object to 
rubber heels. 


ne ae * 
* *% * 
QUESTION—Can you give us an 
argument that will help convince some 
women, that they should not wear 
dress shoes all the time? 


P. E. B., PortLAnp. 


ANSWER: Try this one. 
We all like to step out evenings, but 
how many of us can afford to do so, 


night after night, without eventually 
shattering our physical system? 

A person who takes plenty of rest 
periods between stepping out time, has 
the better opportunity of conserving 
one’s health. 

A woman who is completely out of 
proper posture all day long, will soon 
feel the strain that comes of wearing 
dress shoes all the time. Whereas, the 
woman who gives her body a rest 
period by wearing a common sense ox- 
ford, welt sole, 12/8 or 13/8 heel, the 
better part of the day, not only pro- 
longs the day of reckoning, but actual- 
ly feels better, when she gets into her 
dress shoes. 


J. L. H. 


ODD SIZE MARKINGS 


Those Russian slippers have odd size 
markings, and clerks in American novelty 
stores who are selling them either have to 
re-mark them, after measuring them in 
American sizes, or guess at the sizes. One 
pair of Russian slippers marked No. 2 fitted 
a No. 5 foot, American measurement. 
Maybe the world needs an_ international 
shoe size standard. 








QUESTION—What is and how is 
Nubuck made? 
F. C. R., NortH Carona. 


ANSWER: Nubuck is a grain, 
suede finish, kip side leather. The 
finish is produced by buffing lightly 
with abrasives on the grain side. This 
smooth, snappy appearance so closely 
resembled genuine Buck, we decided 
to market this leather as NUBUCK. 
In the past thirty years many tanners 
have tried to imitate it—some having 
frequently misappropriated the name 
NUBUCK, which does not belong to 
the trade, but is the trade marked 
name for this type of leather belonging 
to the A. C. Lawrence Leather Co. In 
appearance, feel and comfort, the 
average day persons cannot distin- 
guish it from the genuine. 

By A. C. Lawrence LEATHER Co. 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 


THIN SHANKS — CLOSE EDGES (ee 


i as 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Did You Say Sandals ? 


[CONTINUED FROM PAGE 19] 


Fashion interest, of course, centers 
on open toes, open quarters and low 
heels. We have varying reports about 
open toes. Up in conservative Boston, 
for instance, some stores are afraid 
of open toes and have already marked 
them down. The smartest way to in- 
troduce the open toe to your clientele 
is to tease them along. It’s the way 
adopted by a Fifth Avenue specialty 
shop. They have the same model in 


a Southern shoe shown two ways—open, 


and clesed. They expect, of course, 
better business from the closed version, 
but they always show the two shoes 
together, and in this way whet their 
customer’s appetite for the more rad- 
ical fashion. 

All kinds of heel heights will be seen 
on Summer sandals—clog heels, spring 
heels, spike heels. The 1934 note is 
the new, low box heel—8 to 10/8. 
Every store should register this height, 
at least in display shoes. The volume 
demand will probably be for the 14 to 





16/8 heel—high enough to be flattering 
to the foot, low enough for walking. 

Colors, leathers and fabrics, give the 
customer plenty of variety. Here are 
the high lights. Pique is a leader, 
almost always in bird’s-eye, waffle, or 
other novelty patterns. Linen weaves 
are excellent. After white washable 
leathers and fabrics come the colors. 
Pastel suedes, service leathers, bright 
Moroccos are selling in the South. So 
are striped and checked gingham ma- 
terials. The Mexican influence shows 
itself in multi-color stripes, novelty 
jacquards, and crocheted or knitted 
materials—particularly in patterns for 
the beach. 

As one of the audience asked at the 
last style meeting—‘“Shall we have 
nerve enough to play some fast, color- 
ful shoes for Spring?” We say—‘we 
hope so.” We say sandals—open toes 
—low heels—new fabrics, new leathers 
—gay shoes, novelty shoes—are going 
to have a heyday in the Summer of 
1934. 








Exhibit at Medical Meet 


DENVER, CoLo.—Dyke Lollar and A. 
C. Haaker, owners of the Republic 
Orthopedic Shoe Co. here, report a sales 


increase of better than 100 per cent on 
health shoes in the past year, largely 
as a result of a very consistent adver- 
tising campaign directed principally to 
doctors. 

The firm first secured the indorse- 
ment of enough medical men to get ad- 
vertising space in the State medical 


magazine — very few firms are per- | 
A good-sized | 


mitted to advertise here. 
ad is run in every issue of the publi- 
cation. 

This is followed up by two mailings 
per year sent to a complete list of sub- 
scribers—a total of about 1500. The 
material used is simple and inexpen- 
sive but thoroughly effective. It is a 
printed card, which is mailed in an 
envelope, with the printed heading at 
the top, “Dear Doctor.” The man’s 
name is filled in in longhand. At the 
left of the card are illustrations of 
two featured shoes. The balance of the 
space offers demonstration service to 
patients, thanks doctors for past pat- 
ronage and pledges future cooperation. 

The windows are devoted to pedi- 
graphs of local people, charts of vari- 
ous kinds, casts of feet and corrective 
shoes. 

These various efforts, along with 
first-class fitting service, gained the 
firm the first invitation ever issued a 
supply concern to attend a Colorado 
medical convention and display mer- 
chandise there. The company had a 
booth at the last convention, held at 
Colorado Springs in September, which 
not only served as a direct selling 
medium but also gave an opportunity 
to meet all leading doctors. 





Denver Business Ahead 


DENVER, CoLo.—Results of January 
clearance sales here indicated a con- 
tinued improvement in business. W. J. 
Carty, assistant buyer for the women’s 
shoe department at the Denver Dry 
Goods Co., reported sales running about 
35 per cent ahead of January a year 
ago. The Fontius Shoe Co. reported 
a decided increase in movement over a 
year ago. The same was true of the 
local Nunn-Bush store and many others 
all over town. 


Novel Hosiery Ad 


GREELEY, CoLo. — Playing-card-suit 
designs—clubs, diamonds, hearts and 
spades—are used by the Harbaugh 
Shoe Company in a novel blotter ad- 
vertisement placed at strategic points 
around the local college campus and 
on the desks of business men through- 
out the town. 


Here’s the copy: “You may wear 
many (the sentence is concluded by a 
diamond design in color). You may 
belong to many (a club design). You 
may have a big (heart design). But 
you don’t need a (spade emblem) to 
dig up a better selection of hose 
at better prices.” Below this is the 
store signature and along one side are 
the names of the proprietors. 

The copy is in large type, each slo- 
gan being some distance from the next 
cne to make the message stand out. 
The suit designs appear at the ends 
of the lines, one above the other, in an 
arrangement similar to that at the top 
of a bridge tally. 

The medium itself is unique. It is a 
large desk blotter carrying advertising 
from a good many different firms. Sev- 
eral college students sell the advertis- 
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ing space and distribute the blotters 
free. While the medium is not one on 
which returns can be traced, it does 
keep out the name of a firm, and heads 
of the Harbaugh concern consider it 
valuable. ? 


A Coast Store of Distinction 


[CONTINUED FROM PAGE 15] 


to $16.50, with an average unit price 
sale approaching the latter figure. 
Men’s shoes range from $8.50 to $13.50 
and children’s from $3 to $6.50. 

Mr. Huggins first went to work in 
Pasadena more than forty years ago, 
starting in with Mr. Kayser of the 
Weatherby-Kayser Company. Associ- 
ated with him now is his son Ted, who 
did his share of the planning of the 
new store. A second store, similar but 
smaller, as been installed in the Arling- 
ton Hotel Building in Santa Barbara. 

“Now is the psychological time,” 
says Mr. Huggins, “to put in stores 
like this. By putting in this fine store 
at this time, we’ have attracted far 
more attention than we would attract 
in so-called: flush times!” 


Budget Advertising 
to Sell Regulars 


[CONTINUED FROM PAGE 17] 


an editorial story and the several ads 
of individual merchants. 

For example, the first promotion cap- 
tion might be titled—“Spring Oxfords 
Are Often Cut High with Cut-outs.” 

The editorial copy would tell the 
story of Spring Oxfords, and their new 
style points of interest to women. 

In his own space each merchant 
would feature new Spring Oxfords. 
There would be no loss of individuality 
among the advertisers. 

Next in the series might be Semi- 
Sports Style—then Blues for Spring— 
followed by Lower Heels—and so on. 
A considerable list of style trends that 
every store would have represented in 
his stock can easily be made up. 

Whether a page or only a half page 
should be used each time depends upon 
the number of merchants cooperating, 
and the space each will agree to use. 

Each time an ad appeared, the mer- 
chant would display the featured shoe 
style prominently—with a card worded 
to tie up with the editorial caption 
appearing in the paper—both in the 
window, and in the store. 

To overcome the difficulties of “posi- 
tion” among the smaller space users, 
these would be rotated. In fact, the 
idea of rotated space is almost essential 
to working out the plan. 

With this plan, Spring style adver- 
tising can be started early—and con- 
tinued regularly—at small cost to indi- 
vidual stores. 

If desired, the plan could be con- 
tinued to a cooperative “Spring Open- 
ing”—using a style shoe, or confining 
the opening to window displays and an- 
nouncements, all at the same time. 
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As he muses 
over an after din- 
ner cigar at the end 
of a hard day with the 
hounds and horses on his 
estate, Lord Kangaroo prides 
himself on the toughness of 
hide that has made _ his 
ancestors so successful 
in the shoe and 
leather business. 


Genuine Kangaroo is the strongest leather 

of its weight used in shoes today because its 

fibres are interlaced, rather than being built 

up layer on layer. @ As a summer shoe, the 

light weight and coolness of Kangaroo are 

decided selling points. As an all year shoe, 

its comfort, its “surface” as well as “body” 

strength, and the fact that it will take a high, 

lustrous polish, have “sold” it to America. That 

is why shoe manufacturers have raised Kangaroo 

into their styled lines. @ When you feature men’s 

street and dress shoes of Kangaroo you have some- 

thing that will benefit your store in every way. They 

are smart, stylish, and attractive. You have an adven- 

turous, “romantic” selling story with which to draw atten- 

tion to them, as well as a strictly sales utilitarian story. They make good “news” and are an excep- 
tionally attention-getting feature for display or advertising purposes. @ Remember, however: 
“kangaroo sides,” “kangaroo horse,” or “kangaroo calf” are not genuine Kangaroo; give you none of 
genuine Kangaroo’s sales features nor your customers any of its wearing and comfort qualities. 


Australian KANGAROO tanned in AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 
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BETTER LASTING 


means better shoes 


LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS 
with PERFECT DRAFTING 
give TIGHT LASTED and 
SHAPE RETAINING SHOES 


No metal 
contacting the foot 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 





Washington Code Hearings 


WASHINGTON, D. C.—The shoe ma- 
chinery industry has maintained a fair- 
ly even level in respect to number of 
employees, despite the reduction of vol- 
ume during the depression, according 
to H. G. Donham, president of the Shoe 
Machinery Institute, who presented a 
proposed code of fair competition for 
the industry to Deputy Administrator 
George S. Brady at a public hearing. 

The proposed code stipulates a maxi- 
mum 40-hour week. This, Mr. Donham 
claimed, was absolutely vital to the in- 
dustry, and he attempted to cite a 
number of codes covering industrial 
machinery manufacturing, that had 
been approved by the President, grant- 
ing the 40-hour week, in an endeavor 
to justify this demand on the part of 
the shoe machine manufacturers. 

The Deputy Administrator, however, 
hastened to assure him that there was 
no such thing as a precedent under the 
National Recovery Act, and the fact 
that a certain leeway had been granted 
to one industry didn’t mean that the 
same thing would be granted to an- 
other. 

David Kaplan, representing the 
Metal Trades Department of the Amer- 
ican Federation of Labor, filed a brief, 
urging among other revisions of the 
labor provisions of the proposed code, 
the inclusion of a 35-hour maximum 
week. Kaplan pointed out that al- 
though the A. F. of L. really favored 
the 30-hour week as necessary to put 
the entire country back to work, it was 
at this time willing to compromise on 
35 hours. The proposed revisions 
would make allowances to care for peak 
and seasonal demands. 

Mr. Donham, continuing to argue in 
favor of the 40-hour week, said that 
the industry as a whole, “despite the 
reduction of volume during the de- 
pression,” had generally followed the 
share-a-job movement—that is, the 
distribution of work so as to give 
at least some work to the greatest 
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number of employees. “Had the al- 
ternative of reducing the number of 
employees been followed so that those 
remaining would have been given full- 
time work, the adoption of the 40-nour 
week would have found the industry in 
a position to make a more striking 
showing as to employment of additional 
men.” 

A code of fair competition for the 
Hide and Leather Working Industry 
was also presented to Deputy Admin- 
istrator Brady at a public hearing held 
here. This code was sponsored by the 
National Hide and Leather Working 
Machine Association, and was pre- 
sented by Preston T. Stephanson, of 
Boston, Mass., president of that or- 
ganization. 


Men’s Shoes on the Up 


DETROIT, MicH.—Steven J. Jay, buy- 
er for the men’s department of R. H. 
Fyfe & Company, is one of the most 
optimistic shoemen seen in Detroit in 
recent months. “Business for the past 
four weeks has been exceptionally 
good,” he reports. “It is turning to 


DATES TO REMEMBER 


Northwestern Shoe Retailers Regional Asso- 
ciation at Sioux City, Hotel Martin, 
Feb. 4, 5, 6 


‘Indiana Shoe Buyers Eleventh Annual Con- 


vention. Claypool Hotel, Indianapolis, 

Lincoln’s Birthday 

Nebraska Shoe Retailers Convention Fon- 
tenelle Hotel, Omaha 

Washington’s Birthday 

Ohio Valley Retail Shoe Convention, Desh- 
ler-Wallick Hotel, Columbus... .Feb. 26, 27 

Good Friday 


Easter 


Leather Opening, Hotel Astor, New York, 
0 eee ee einen e April 16, 17 


Mother’s Day 











EVERY WEEK 





better shoes’ especially. We all 
know there has been a let-down in sales 
of grade shoes in the past three years, 
but they are returning. Customers are 
finding that the cheaper grades do not 
pay as well. 

“Today alone we sold several pairs 
of $20 shoes. We have cashed many 
welfare checks. Of course, these cus- 
tomers do not buy in the same class, 
but they are buying shoes now, and 
not just work shoes either.” 


Godman Issues Good Report 


CoLuMBUS, OHI0O—Directors of the 
H. C. Godman Co. gave out a state- 
ment covering operations for 1933. Net 
sales for the year were $7,990,477, com- 
pared with $8,644,493 in the previous 
years. Losses in operations for the 
year after deducting from interest and 
depreciation, but before deducting spe- 
cial charges, were $17,891. Losses on 
special charges were: Loss on capital 
assets, sold or written off, $46,173; loss 
on canceled lease adjustments, $72,159; 
provision for bad accouts applicable to 
prior years, $51,399; total loss on spe- 
cial charges, $169,731, making total 
loss on operations and special charges, 
$187,622. 

The statement declares that the finan- 
cial condition of the company was ma- 
terially strengthened during the year 
1933. The company has no bank or 
other long-time indebtedness outstand- 
ing and has owned no notes payable to 
banks since July, 1933. Total of all 
liabilities, all of which are current, is 
$52,204, and the total of quick assets is 
$3,101,281, showing a ratio of quick as- 
sets to current liabilities of 59.40 to 1. 
Cash on hand Dec. 2, 1933, was $596,- 
199. The company’s cash position has 
been materially strengthened by reduc- 
tion of inventories and accounts re- 
ceivable since the close of the fiscal 
year, and on Jan. 23, 1934, showed cash 
balances of $1,002,388. 

The annual stockholders’ 
will be held Feb. 20. 


meeting 








GUDE’S PRE-EASTER STYLE PICTURE 








Los ANGELES, CAL.—Tackling the 
60-day pre-Easter season with the 
largest and most varied stock purchased 
for a like season in three years and 
selling in the best qualities and at the 
strongest prices in three years, Al Gude 
of Gude’s, Inc., authorizes the follow- 
ing “high light” statements: 

Freshness is the big word. Distinc- 
tion in patterning and color is essential. 
The day of the staple shoe is past. 

In the blacks, dark blues and dark 
browns stitchings contrasting with the 
dark bases are all important. Smart 
perforations and pinkings with con- 
trasting underlays are popular and pin 
tucks are in bright demand. Shirred 
kid is a good seller. 

In custom shoes strappings of con- 
trasting colors are important and large 
port-hole perforations are demanded in 
spectator models. The white shoe with 
the swagger brown trim is playing a 
fine role both in town and country 
shoes. 


Brilliant Colors Appeal 


Gude’s, Inc., has found the brilliant 
Mexican colors in toeless and heelless 
sandals intended for beach wear or 
wear with shorts arousing a big re- 
sponse. Bright blue, bright red, green 
and yellow contrasted in striking com- 
binations are used and all are clicking. 
These are made up in suede only and 
are strictly resort sandals. With them 
goes a sandal of like pattern in white 
pique, and in the same field is a white 
buck with an all-leather heel. The 
wide straps of the brilliantly colored 
sandals are appreciated because of the 
additional comfort coming from them. 


+ 

Gude’s complete style picture for the 
60-day period follows: 

In smart footwear colors in their 
order of importance are like this: 
marine blue, black, brown, white, 
medium gray, and the vibrant Mexican 
effects. The marine blue is decidedly 
in the lead. 

Materials in their order of impor- 
tance go like this: kid skin; novelty 
leathers including buck, suede, genuine 
seal, pigskin and mandrucca; calf skin, 
both in service calf and in elk for sport 
shoes. 

Patterns away out in the lead in- 
clude the one to four eyelet tie in its 
various versions, sandals both in the 
very open and in the closed-up effects, 
and pumps in both trim and open 
effects. 

More than 80 per cent of the heels 
are low, ranging from 16-8 to 12-8. 
This is due naturally to the sport and 
outdoor influence. The built-up leather 
heel is important. Toes vary from 
medium to round. 


After Easter 


Glancing ahead to the after-Easter 
season Gude’s sees the trend over- 
whelmingly toward plain white, while 
white with brown trim will play second 
and white with blue trim will play 
third. The trend toward the blue trim 
may grow during the next 60 days, 
it is suggested. The store will also 
prepare to meet a possible moderate 
demand for pastel shades. The vivid 
Mexican colors in sandals will be in 
demand all Summer for resort wear, it 
is anticipated. 

More open effects than those of last 
year undoubtedly will prevail. 
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Shoe Fashion Guild of 


America, Inc. 


New York, N. Y.—For the purpose 
of protecting themselves against piracy 
of design, 21 shoe manufacturers who 
are the acknowledged style leaders of 
the shoe manufacturing industry have 
filed corporation papers at Albany. 
George Miller, president of I. Miller 
& Sons, is the leader in this organiza- 
tion of fashion originators. The 21 
manufacturers who have combined to 
form the Shoe Fashion Guild of Amer- 
ica, Inc., are as follows: Cardone & 
Baker, Inc., Cornell Unity Shoe Co., 
Delman, Inc., A. Garside & Sons, An- 
drew Geller Shoe Mfg. Co., Julius 
Grossman, Inc., Morgan Grossman, 
Inc., Laird Schober & Co., LaValle, 
Inc., A. & A. LoPresti, Inc., I. Miller 
& Sons, Inc., Newton Elkin Shoe Co., 
Palter-DeLiso, Inc., Pape Shoe Mfg. 
Co., Parlante Shoes, Inc., Pincus & 
Tobias, Inc., Premier Shoe Co., Inc., 
Schwartz & Benjamin, Inc., Seymour 
Troy & Co., Martin Weinstein Shoe 
Co., H. Zuckerman Shoe Mfg. Co. 

The Shoe Fashion Guild is patterned 





after the fashion group of dress manu- 
facturers who have been successful in 
controlling piracy of style in the dress 
trade. 


Doctors and Shoe Men Cooperate 
[CONTINUED FROM PAGE 24] 


ing chemist for the Tanning and Allied 
Industries; Mathew Adrian, inventor 
of the Adian Foot X-Ray Machine— 
and many authorities on feet and shoes. 

During the past year tremendous 
strides have been made by various or- 
ganizations and individuals in foot re- 
search. Anyone, whose practice or busi- 
ness deals with the feet should have all 
of this information at their disposal. 
Years of research and intense study 
have been concentrated into this short 
course. 

This shoe fitting school is the first 
attempt in the field of study leading to 
a closer relationship between the medi- 
cal fraternity and the shoe men. If the 
experiment is a success it will be im- 
proved and expanded. 
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1. Miller Appoints New 
Advertising Director 


Samuel B. Harrison, well-known ad- 
vertising man of New York City, has 
been appointed as advertising director 
of I. Miller & Sons. Mr. Harrison will 
collaborate and assist Irving Gross- 
man, I. Miller sales director, in the dis- 





SAMUEL B. HARRISON 


tribution of I. Miller products. Mr. 
Harrison also has the distinction of be- 
ing an author. His first novel, “Yonder 
Lies Jericho,” has recently been pub- 
lished by D. Appleton-Century Com- 
pany. The following is an excerpt from 
the jacket of “Yonder Lies Jericho”: 


“Samuel B. Harrison is a young man 
in his late thirties. He was born and 
raised in New York City. His mother 
was a school teacher and his father a 
breeder of horses in the Ural Moun- 
tains. They came to America nearly 
50 years ago. Harrison attended the 
public schools in New York City and 
was a student of forestry at Correll 
University. He has traveled extensive- 
ly here and abroad. He has lived and 
worked in the Far West and in the 
South. He has ridden patrol and lum- 
ber-jacked in the South and has been 
on the Broadway stage. He was secre 
tary to the chief executive of a New 
York department store and was field 
and sales manager for a bankers’ syn 
dicate speculating in Everglade acre- 
age in the early days of the Florida 
land-boom. He served in the Worlk 
War aboard the troop ship Plattsburg 
In recent years he has made the writ 
ing of advertising his business and h« 
maintains an office in New York City 
‘Yonder Lies Jericho’ is a story he has 
wanted to write for a long number of 
years. In a number of cities in the 
West and South he met pioneers like 
Aaron Burrell. Their beginnings ani 
struggles, the prejudices and hardships 
they faced in their youth interested 





him intensely.” 
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Slip into the shoe 
as you would use a 
shoe horn 





Retails at 
35c per pair 


Order Fairy Ho-Sav today. 
them. 


Fairy Ho-Savs are made in three sizes, large, medium 
and small, for use by both men and women, 


SHOE FORM CO. 
AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Northampton, England 


Frankfort, Germany 


Fairy Lor ms 


Ao ‘SAV. 


STOCKING SAVERS 
A Profitable Item for Merchants 


Fairy Ho-Savs save hosiery wear by preventing the heel of 
the stocking from rubbing against the shoe lining. 

They are molded to fit the heel, are transparent and pliable and 
will last indefinitely, resulting in inexpensive insurance against 
costly hosiery wear, blisters and sore heels. 

Be the first in your town to display 


Melbourne, Australia 


RY 


For Men 
and Women 


Paris, France 








Boston Boot and Shoe Club 
Dinner 


BostoN—Maxwell P. Gaddis, presi- 
dent of the Boston Boot and Shoe Ciub, 
opened the 217th dinner meeting of that 
organization on Jan. 17 with the un- 
qualified prediction that 1934 will show 
a great improvement over 1933, not 
only in volume of business transacted 
in the shoe and leather industry, but 
in profits, as well. .Shoe manufactur- 
ers were reminded by President Gaddis 
that the salesman is the link between 
factory and store and were urged to 
give their wholehearted support to 
their sales forces at all times. 

State Treasurer Charles F. Hurley, 
guest of honor, explained the workings 
of the Civil Works Administration of 
which he is a Massachusetts director, 
and intimated that the shoe industry 
might possibly dispose of some of its 
merchandise to the Federal Emergency 
Relief Administration. “I see no rea- 
son,” he said, “why a delegation of 
you men should not call on the FERA 
in charge of purchasing the necessities 
of life and put up to them the propo- 
sition that shoes are as much needed 
as a peck of apples, or a piece of pork, 
by the men, women and children who 
are without work and without funds.” 

Other speakers were Major Charles 
T. Cahill of the United Shoe Machinery 
Corporation, whose report on the re- 
cent convention of the National Shoe 
Retailers’ Association, particularly that 





portion which dealt with the complete 
exoneration of James H. Stone and his 
reinstatement as N. S. R. A. manager, 
was roundly applauded; Thomas A. De- 
lany, recently reelected  secretary- 
treasurer of the National Shoe Travel- 
ers’ Association; George A. McIntire, 
president of the Boston Shoe Travelers’ 
Association, and Thomas O’Hare, for- 
mer member of the Massachusetts In- 
dustrial Commission, who voiced the 
belief that New England is solidly en- 
trenched as a shoe manufacturing cen- 
ter and that it will maintain its pres- 
ent position. 


WHO KNOWS? 


R. R. K. Millen, of Winnipeg, Canada, is 
very eager to locate a copy of a poem entitled 
“If | Shined Shoes,” the author of which is 
unknown. If you can help him in any way, 
won't you please write to Mr. Millen, c/o 
Osler, Hammond & Nanton, Ltd., at above 
address? 


Prohibits Fake Sales 


WASHINGTON, D. C.— Those “Going 
Out of Business” sales which never end 
and which have caused considerable 
grief among shoe retailers in certain 
localities have been doomed by the Na- 
tional Retail code authority. 

The authority has issued an inter- 
pretation of paragraph (a) of section 
1, article IX of the retail code which 





prohibits use of any additional goods 
to prolong such sales. 

The interpretation declares that the 
paragraph in question shall be imter- 
preted to apply to “closing out sales, 
going out of business sales, bankrupt 
and receivers’ sales, or any sale of a 
like nature, either by auction or other- 
wise, and it shall be considered as 
false, inaccurate and misleading ad- 
vertising and a violation of the code if 
any merchandise whatever, except such 
as may be in transit, on order, or 
under firm contract, be added to the 
stock of merchandise which is on hand 
at the beginning of such sales.” 

Lew Hahn, temporary chairman of 
the code authority, cited the interpre- 
tation as an example of how the code 
protects legitimate business. 

“For years retailers have been sub- 
ject to the competition of merchants 
who advertised that they were discon- 
tinuing business and who by such ad- 
vertising deceived the public into be- 
lieving they were offering special close- 
out values when as a matter of fact 
such merchants were constantly re- 
plenishing their stocks and frequently 
continued such sales for months beyond 
the time that would have been required 
to conduct a legitimate discontinuance 
of business sale. 

“Many efforts have been made by 
business to eliminate the practice, but 
generally they have failed. The code 
of fair competition makes accomplish- 
ment possible.” 
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SELL COMFORT SERVICE 

to Tender Feet... 
One million of this style "TOM" have made 
friends for hundreds of stores whose cus- 
tomers could not wear an ordinary shoe 
with any degree of comfort . .. . This 
"Trade Builder” really helps build trade! 


IN-STOCK 
s 


Made to order; small 


extra charge. 
13 and 14 


The middle- 
age customer’s 
choice!! 


"TOM" 


No. 1 Last 


10¢ per pair extra west of Denver. 
“Trade Builders” are great fitters. 


QUICK SERVICE 


ALBANY, N.Y. 

Smith & Herrick Co. 
ATLANTA, GA. 
Gramiing & Collinsworth 
BANGOR, MAINE 

J. M. Arnold Shoe Co. 
BRISTOL, TENN. 

King Bros. Shoe Co. 
CHARLESTON, W. VA. 

W. L. Smith & Co. 
CHICAGO, ILL. 

H. Brandt & Sons 
CHICAGO, ILL. 

Keehn Bros. 

CHICAGO, ILL. 

R. L. Pennington 
CINCINNATI, OHIO 
Nadiler’s Inc. 
CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, IOWA 
Merchants’ Supply Co. 
FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Ades-Lexington Dry Goods Co 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
‘Stewart-Dawes Shoe Co., Inc. 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN 

Neely, Harwell & Co. 

NEW ORLEANS, LA. 
Duhon, Berry & Vinton, Inc. 
NEW YORK, WN. Y. 

M.T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. ©. Roenitz Co. 

PEORIA, ILL 

John Moser & Sons 
PHILADELPHIA, PA 

Bell, Walt & Co., Inc. 
PITTSBURGH, PA. 

Newell & Schneider Co 
SAGINAW, MICH. 

Michigan Shoe Co. 

ST. PAUL, MINN. 

Schefter & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co. 

SIOUX CITY, IA. 

Earl F. Berg 

SPOKANE, WASH. 

The Adams Leather Co. 
SPRINGFIELD, MASS. 
M.T.ShawShoeCo of NewEngland, Inc. 
TOLEDO, OHIO 

Ainsworth Shoe Co. 
ZANESVILLE, OHIO 

The Black & Grant Co. 


M.T.SHAW INC. 


JCOLDWATER 


MICHIGAN 
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« WHAT'S NEW 


Products, Promotions, 


1934 


IN THE TRADE > 


Inventions and Ideas 


New boot heel counter gives style distinction plus practical advantages. 


Develops Boot Heel Counter 


NortH ABINGTON, Mass.—Clarence 
H. Raut, of the Conrad Shoe Company, 
North Abington, Mass., has just been 
awarded a patent on the construction 
of a boot heel counter, which adds dis- 
tinction to the appearance of the back 
part of oxfords or shoes, plus a greater 
wear value due to the practical im- 
possibility of a bulging or rolled over 
counter. A nationally known manufac- 
turer of men’s fine shoes has adopted 
this new boot heel counter in his line 
for next Fall. 

Mr. Raut is also taking out patent 
papers in Canada. As one of the lead- 
ing designers of men’s advanced styles, 


and a strong believer in creating new’ 


and distinctive features in men’s foot- 
wear as a necessary step for increasing 
men’s pairage, he has also worked out 
several unusual patterns in men’s dress 
shoes among which is the attached silk 
spat and a seamless button oxford. 
Mr. Raut predicts that the well dressed 
man will go in for ‘buttons’ next Fall 
and Winter. 








White Pigskin Good 


MIAMI, FLA.—Two of the smartest 
shoes offered this season at Marks De- 
partment Store are of white pigskin 
and white kid. The pigskin is a sports 
tie model with spectator heel, a modest 
amount of perforations being shown 
in toe and around the top. White kid, 
or white satin, made in a smart T- 
strap sandal model jis shown for eve- 
ning wear. 


Rough Leathers Good 


CHICAGO, ILL.—Rough leathers are 
still the best sellers at Cutler’s, accord- 
ing to Ray Mann. Low heels are more 
in the picture. These run 13/8, 17/8 and 
20/8. Blues are already being called 
for and it looks as if blue is going to be 
very important with this store, says Mr. 





CLARENCE H. RAUT 


Mann. It is too early to predict with 
certainty what is going to happen to the 
tricky gray and beige. 


New Suede Brushes 


CHICAGO, ILL.—Some tiny brushes for 
suede shoes small enough to be carried 
in one’s pocket-book are meeting with 
a quick acceptance by customers at 
F. E. Foster and Company’s, it is re- 
ported here. 

When open they look like diminutive 
shaving brushes and when closed lik 
lip-sticks. They are shown in black 
combined with metal and sell for 25 
cents. They are just the thing for a 
particular gal to swish out of her purse 
and whisk across her suede shoes as 
a last minute aid in pursuit of an un- 
expected speck of dust or mud. Women 
are buying these in sets of eight an‘ 
twelve for bridge favors. 
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WHAT’S NEW 


Sandal Display Form 


The new style in women’s footwear 
—the open toe sandal, created a defi- 
nite need for a special type of form to 
properly display that particular type of 


HOW THE FORM LOOKS 


shoe. The Fairy Twinkle Toes is the 
result. It is designed expressly to 
meet that demand. 

The Fairy Twinkle Toes is a product 
of the Shoe Form Company of Auburn, 
New York, manufacturers of the well- 
known line of Fairy Forms for display- 
ing shoes and hosiery. It is of ankle 
height, made from Fairylite with 
molded toes and finished in a delicate 
flesh color with rose tinted toe nails. 
Just the right type of form for dis- 
playing the new open toe sandal. Dis- 
played on it, the customer sees exactly 
how the sandal will appear in actual 
wear on the bare foot. 

This form is made in both open and 
closed top models for either high or 
medium heel shoes, in sample size 4B. 
There is an adjustable device in the 
bottom of each form to take care of 
width variations. 


Modern Shoes, Inc., Chartered 


PORTSMOUTH, OHIO— Papers have 
been filed with the secretary of state 
chartering Modern Shoes, Inc., with an 
authorized capital of 500 shares of no 
par stock to manufacture and gener- 
ally deal in shoes and other footwear. 
The headquarters of the company are 
at 15385 Baird Avenue. Incorporators 
are Everett A. Drew, Joseph M. Dodd 
and Raymond P. Morse. 


Oakland Foot Comfort Salon 


OAKLAND, CAL.—The Oakland Foot 
Comfort Salon has opened at 473 19th 
Street. This is a branch shop of the 
Arnold Glove Grip Company, with W. 
A. Reid as manager. 





THIS PROMISE OF BETTER 
BUSINESS HAS BEEN PROVED 
BY HUNDREDS OF 


AIR-TRED 


DEALERS 


Air-Tred Construction is a selling idea as well as a 
sound comfort idea. Air-Tred Shoes bring new cus- 
tomers through word of mouth advertising: Air-Treds 
minimize lost sales because most women are intrigued 
by comfort possibilities in such smart shoes. Air- 
Treds create greater repeat business by delivering ex- 
ceptional comfort and satisfaction as promised. 


On these three points alone the Air- 
Tred line can build a more profitable 
business for you as proved by ex- 
perience of hundreds of Air- 

Tred dealers. If Air-Treds are 

not being sold in your com- 
munity—write us. 


W397—Black Kid—614 Last; 
Heel, Stock AAA to D. 
W397-7—Admiral Blue Kid. 
C. 


SHACKFORD SHOE CO. 


15/8 Wood 
$3.85 


AAA_ to 
$4.10 


AUBURN, MAINE 





WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM - “90° 


SIMPLEX SHOE TREES 
SELF ADJUSTING— 


A gentle squeeze 
inserts or removes. 
Write for 


C86 6 8 


WHERE TO BUY 
Men’s Shoes 


+ BT 8 OP 8 On 8 aS Oe 


“Tlettleton 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 














“HIGHEST, GRADE ONLY” 





MEN'S FINE SHOES 
OLD COLONY SHOE Co. *0CKTOK 


NEW YORK & 
Marbridge Bidg. 








ORIGINAL 


Deh, 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Il. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Inc 

















Painted Toe Sandals 


LYNN, Mass.—Hundreds of cases of 
insoles for beach style sandals for 
street wear are being made by shoe 
stock firms here. “Insoles for painted 
toe sandals” is the way they speak of 
them. It’s the-tinted toenail idea. 
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SEALSKIN SHOES PROVE POPULAR IN ITALY 


MILAN, ITaLy—The vogue for seal- 
skin for men’s, women’s and children’s 
shoes is not confined only to Amer- 
ica, as is evidenced by the striking win- 
dow reproduced above in one of the 
leading shoe stores here. The display 
material in the foreground was fur- 
nished by R. Neumann & Co., tanners 
of the sealskin from which the Italian 
shoes were made and the store display 
manager created the very striking 








Miami Men’s Styles 


MiaMI, Fia.— According to Sam 
Bailey, who operates a boot shop bear- 
ing his name, 50 per cent of men’s 
shoes which he is selling now are white 
buck. The other 50 per cent of sport 
models is just about evenly divided be- 
tween brown and white and black and 
white. More plain toes are shown this 
season with throat and lace stay trim- 
med in medium sized perforations. 
Contrasted with this model is the wing 
tip with more or less elaborate per- 
forated motif. 

Plenty of featherweight shoes are 
being disposed of to men who are look- 
ing for a light weight shoe to wear in 
the warm climate. 

There is considerable activity this 
season in dance models in patent 
leather. Men have more money to spend 
and are apparently taking life less 
seriously now than for several years 
past. 

And there is a decided change in the 
price line which is best moving. There 
is a return to the better class of mer- 
chandise and more $11.50 shoes are 
called for than the less expensive lines. 





backdrop depicting the land of the mid- 
night sun and huge ice formations. 
Giovanni Brizzi, the Italian represen- 
tative for R. Neumann & Co., reports 
that the entire stock of genuine seal- 
skin shoes was sold out in two days 
and that the merchant of the Corso 
Vittario Emanuelle had to make special 
orders for over 100 pairs during the 
first week, because of being short-sized 
and also because of the insistence of 
customers for shoes of this leather. 


Featuring Flat Heel Sandals 


CHICAGO, ILL.—“Just to show the new 
‘Cheerio’ for the Southland with the 
fashionable low heels,” announces a dis- 
play poster in one of the windows at 
O’Connor and Goldberg’s Madison 
Street store. 

“Cheerios” as illustrating the news 
item are on display. They are toeless 
sandals with very flat heels. The models 
in the window are of blue, green and 
red suede; white and brown kid, white 
kid and patent leather, and all white. 
Perky little grosgrain ribbons decorate 
these cheery little “Cheerios.” 


Gingham Patterns Pushed 


Los ANGELES, CAL.—Sandals_ in 
gingham patterns are being promoted 
by the May Company here. Sales girls 
dressed in costumes of gingham and 
wearing sandals to match are at work 
in the shoe department and in the 
sports wear department. 

A window promotion on a large scale, 
stressing the gingham patterns, was 
planned by J. H. Ferguson, manager 
and buyer. 
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TRADE LITERATURE 


Scholl’s Publication 


CHICAGO, ILL.—The first issue for 
1934 of the “Foot Comfort News” (a 
quarterly) has just been published by 
the Scholl Mfg. Co. This paper was 
formerly called “The Foot Specialist 
and Practipedist.” In it are contained 
many ideas for window displays, notes 
on proper fitting, and general merchan- 
dizing. 


2222 Retailing Ideas 


Emanuel Lyons has condensed 2222 
retailing ideas into a 336-page book of 
39 chapters, that is a compact, complete 
and useful work to come to come to 
cur attention. 

“ADAPT” is a necessary word to 
use in the application of its many sug- 
gestions. The ideas relate to many 
different lines and subjects, but scores 
of them can be readily adapted. Sixty- 
six ideas deal definitely with shoe sell- 
ing, display and stockkeeping. 

Some of the other chapters contain 
Advertising Ideas; Prize, Discount and 
Gift Ideas; Management and Economy 
Ideas; Merchandising Ideas; Employ- 
er-Employee Ideas; Ideas that make 
stores more attractive; Ideas for Mer- 
chants who get together; Ideas to at- 
tract Children; Cash, Credit and Col- 
lection Ideas; Mailing List Ideas. 


February 3, 
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Long Time Advertiser 


StockToN, CAL.—For a continuous 
stretch of 50 years, the Dunne Shoe 
Store has been a consistent advertiser 
in the local paper, the Stockton Inde- 
pendent. 

Dunne’s, which in the old days was 
called the “Queen” shoe store, was 
founded by Edward Dunne, and all 
through the years has enjoyed the con- 
fidence and trade of particular shoe 
buyers in this area. 

Always carrying a huge stock of de- 
pendable footwear for men, women and 
children, Dunne’s is the largest shoe 
store in the city and the busiest. 

Frank Dunne, eldest of many sons, 
is the present manager, assisted by his 
brothers, Joe and Will, and a courteous 
organization. 

The writer has had the pleasure of 
handling the Dunne account for a 
quarter of a century with most pleas- 
ant relations always and, together with 
the Independent, congratulates the firm 
on its long, useful career in serving an 
appreciative public and extending best 
wishes for a long continuance of this 
landmark institution among Stockton’s 
retail merchants. 


Gold Appointed Shoe Buyer 


LOUISVILLE, Ky.—S. C. Gold recently 
was appointed buyer for both the up- 
stairs and basement departments of 
the Kaufman-Straus Department Store. 
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Davis Takes Basement Position 


CLEVELAND, OHI0O—Ben Davis, for- 
merly of Gimbel’s basement shoe de- 
partment, has taken charge of the Hig- 
bee Co. basement shoe department. 
J. V. Murphy will continue to merchan- 
dise the Higbee upstairs shoe depart- 
ment. 


Takes Over Sutton Store 


STocKTON, CaAL.—The Slipper Shoppe, 
Inc., has taken over the entire business 
of the retail shoe and hosiery firm of 
Sutton’s, with one store in the Fox 
Theater Building, Stockton, and the 
second store at 931 Tenth Street, Mo- 
desto, Cal. 


Jai-Alai Tennis Shoes 
Now Made in This Country 


The Cuban American Shoe Co. of 
North Adams, Mass., have secured all 
rights to manufacture Jai-Alai Tennis 
Shoes, the construction of which is pro- 
tected by U. S. patents. 

Jai-Alai and Goliath Tennis Shoes 
have attained wide-spread popularity 
throughout the States, and are being 
sold by many representative retail es- 
tablishments. 1934 bids fair to be a 
great sport shoe year, and the Cuban 
American Shoe Co. is planning to 
handle an increased demand. 





(2% x 5%) 


$2.0 


R E A D Y eit 
1934 


Directory of 


Shoe Manufacturers 


31st ANNUAL EDITION 


Flexible Leather Binding, Fits Vest Pocket 


More Changes Than Ever 


POST 
PAID 


ORDER TODAY 


Last minute changes since closing of forms 
brings information up to the minute 


Health Shoe. 


** 2001 
** 2002 
‘* 2004 





heel. 





Tel. Liberty 0190-0520 





AMERICAN SHOEMAKING 
683 ATLANTIC AVENUE 
BOSTON, MASS. 








SPECIAL ANNOUNCEMENT 
A NEW inexpensive all leather _— 


Made over Brouwer’s Research Last No. 8 


A popular price “PLA-SHU’—in reality, a Hygienic 

Made of porous leather that gives the 

feet proper ventilation, keeping them healthy—a point 
of shoe value mothers are: quick to appreciate! ! 
Muleskin 

Sand with Brown Trim 

No. 2000 sizes 6 -11 


Packed 24 pairs to the case. 
All others carry rubber heels. 


Write for circular listing 15 features of the 
“PLA-SHU.” 


MONDL MFG. CO. 


Oshkosh, Wisconsin 


WY 


“Pla-Shu 


me) 


> Best for-heatth< 


and purse 


Made on the NEW 

“UCO PROCESS, 

no staples, tacks, 
or nails 


Elk 
Smoked with Tan Trim 
No. 3000 sizes 6 -11 
* 3001 ‘** 11%- 2 
** 3002 2%- 6 
‘ 3004 ‘* 6 -12 


11%- 2 
2%- 6 
6 -12 


Sizes 6-11 stocked with leather spring 











54 
i i ieee 


WHERE TO BUY 


Bowling Shoes 


i eel 
. 





PROFESSIONAL 
BOWLING SHOES 
PRICE COMBINATION 
$2.40 SOLES 


ckskin 
Sole—Rubber 
Heel 


Style No. 224 
BROOKS SHOE MFG. CoO. 








Swanson & Ritner Sts., Philadelphia 





WHERE TO BUY 


Women’s Shoes 





GENUINE HAND TURNS 
$360 


net 


ONE 
GOOD TURN 
SELLS 
ANOTHER 


No. $7906 BLACK SATIN KID “SANDRA” 
ute Heel—AAA—C 
to 9—Med. Toe Last 


DODGE, BLISS & PERRY ‘ INC. 


HE WBURYPORT, 
“THE CORRECT DODGE FOR tis “OCCASIONS” 
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WHERE TO BUY 
Men’s & Women's 
Slippers 


WwW. S. CHASE & sons, INC., 

HAVERHILL, M ASS 

In Stock—Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.75 


Kid Pullman Slippers 
colors and black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Ne. 156 Biack 
Kid $2.25 


s otieteal 


Ne. 202 Black 
Kid $2.00 


SEND FOR CATALOG 


VAUGHAN-TOWLE CoO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


‘CLK KKK LC 
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ALBERT H. LOCKWOOD PASSES 
EDITOR OF SHOE AND LEATHER REPORTER HAD LONG AND USEFUL CAREER 


Leen ne ne ee el 


Boston—Albert H. Lockwood, editor 
of Shoe and Leather Reporter, an 
acknowledged authority on the leather 
industry and a brilliant writer on 
business subjects, died suddenly Jan. 
24, following a shock at his home in 
Brookline, Mass., just as he was pre- 
paring to leave for his office. He had 


ALBERT H. LOCKWOOD 


been in excellent health and the news 
of his death came as a distinct sur- 
prise to his many friends and acquaint- 
ances. Mr. Lockwood was 77 years 
old. Virtually all of his long and busy 
life was passed in intimate contact 
with the shoe and leather industries 
and much of it in trade paper editorial 
work. 

Mr. Lockwood had a vigorous power 
of expresison that carried his per- 
sonality and keen power of analysis 
straight to the reader through the 
medium of the printed page. He was 
at his best in the midst of a controversy, 
such as the debates in Congress on the 
hide duties when a tariff bill was being 
whipped into shape. He was an ardent 
partisan for the things in which he be- 
lieved and expressed his views with 
force and clarity. He was deeply in- 
terested in public affairs. His editorial 
paragraphs were widely quoted in re- 
views like the Literary Digest, as well 
as in newspapers. His “Hit and Run” 
column was famous. 

It was as executive secretary of the 
National Association of Tanners that 
Mr. Lockwood was best known to the 
old time members of the shoe and 
leather trade. This position he ably 
held, with executive offices in Wash- 
ington, D. C., during the fight for free 
hides about the year 1909. At that 
time Mr. Lockwood, who probably had 
a more extensive knowledge of the 
trade problems than any other man, 
wrote a text book on the subject of free 
hides which received wide circulation 
and which was believed to be largely 
intrumental in the success of the tan- 
ners’ campaign for free hides. 





Born in Birchfield, England, May 11, 
1856, Albert H. Lockwood came to the 
United States when but a boy, round- 
ing out his education in American in- 
stitutions of learning. However, it 
could be truly said that Mr. Lockwood 
was a self-educated man, the necessity 
of going to work as a young man mak- 
ing extensive schooling impossible. How 
well he acquired an education is best 
attested by his scholarly writings and 
editorial efforts over a period of years. 

A practical background for his later 
efforts as editor was obtained by Mr. 
Lockwood when as a young man he be- 
came associated with the shoe manu- 
facturing business in a minor capacity. 
He had a general knowledge of most 
subjects connected with the industry 
and an excellent memory. 

One of his earliest associations with 
the trade paper business was with the 
Shoe and Leather Reporter, with which 
ke became associated as news gatherer, 
advertising man and manager of the 
Philadelphia, Pa., office in the year 
1888. He continued with the Reporter 
organization until the year 1889-90 at 
which time he moved to Chicago for the 
Reporter. About the year 1900 he be- 
came affiliated with Hide and Leather 
of Chicago as editor. It was while with 
the latter organization that he went 
to England to investigate the manner 
in which shoe and leather fairs were 
conducted. 

This was about the year 1905, and 
the following year, as a result of his 
investigations and the perfection of 
plans by R. C. Jacobson and Mr. Lock- 
wood, the first shoe and leather fair 
was launched in the old Armory 
Building in Chicago. Later Mr. Lock- 
wood was drafted by the National As- 
sociation of Tanners. 

About 1910, Mr. Lockwood launched 
out into the shoe and leather trade 
paper publishing business on his own 
account shortly after an association 
with the Review of Shoes and Leather 
and founded the Shoe and Leather 
Weekly in Chicago, with which was as- 
sociated a daily hide and leather market 
bulletin service. 

In June 1914, Mr. Lockwood moved 
from Chicago to Boston where he as- 
sumed duties as editor of the Shoe and 
Leather Reporter, which position he 
filled until his sudden death. 

The passing of A. H. Lockwood comes 
as a distinct and profound shock to a 
host of friends in all parts of the world 
who knew him well and greatly ad- 
mired him. 

Funeral services for Mr. Lockwood 
who is survived by a widow residing in 
Brookline, Mass, and a daughter, Mrs. 
Wilson, in Paterson, N. J., were held 
at the Waterman Funeral Home in 
Kenmore Square, Boston, Friday after- 
noon, Jan. 26. 
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(remarks of a purchasing agent of an important shoe com- 
pany, as recorded by Bill Smith, reporter) ... “1 wasn't 
born a skeptic. Like Topsy, I ‘just grew’ that way. 
But I am responsible for the expenditures of a large com- 
pany, and in no small way responsible for its profits. 


“Perhaps I have qualified for this work because I can 
learn lessons from buying stock in oil wells, in copper and 
gold mines. You might ask, ‘What’s that have to do 
with leather?’ Just this: You can’t tell one oil well or 
copper mine from another by looking at its stock certifi- 
cate. And it’s much the same way with Glazed Kid. 


“When a number of Glazed Kid skins are laid on your 
desk, fresh from different tanneries, they all look much 
alike. But I’ve learned to discount their apparent similar- 
ity. After all, the real test of a leather is the way it 
stands up in a shoe—the beauty it creates, the com- 
fort and long life it contributes. And that’s why for 


Tanners of Black and Col- 
ored Glazed Kid for outside 
stock and linings . .. of 
Ribbed Calluna Kid and 
; Crushed Calluna Kid... 
" of genuine Black Glazed 


Kangaroo. Executive Offices, 9th and Westmoreland Sts., L 


Philadelphia. Branches, New York, London (England), 
Boston, Milwaukee, Cincinnati, St. Louis. 


fifteen years I’ve been buying Surpass. It’s not only the 
‘feel’ of Surpass, its fresh, soft plumpness, its smooth, 
silky grain, its perfect pliability and the sheen of its glaze. 
It’s the beauty it takes on as we work it into a shoe. It’s 
the way our retailers like it, the enthusiasm they pass back 
to us from what their customers tell them. It’s the consis- 
tency with which it cuts, the uniformity of its grading— 
why, for month after month, shipment after shipment, year 
after year, each of the various grades of Surpass we buy 
gives the same good cutting as it always has. You can apr 
preciate what that means to our plant, being able before- 
hand to accurately estimate on our upper and lining needs, 
and not having to pay for any unexpected waste. 


“I’m a doubter. I want to be shown. The only way to 
prove anything to me is to deliver goods that ‘de- 
liver the goods.’ Surpass always does just that. 
That’s why I buy only Surpass.” 


SURPASS 
LEATHER Co. 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Children’s Footwear 


——' os 





MRS. DAY’S IDEAL BABY SHOES 


Flexible Hard Seles. ..2-8 
Send for In-Stock 
alog 
MRS. DAY'S IDEAL BABY 
SHOE Co. 


Loeust St. Danvers, Mase. 




















HE line that 

repeats — ev- 
erywhere. All qual- 

ity—with exclusive features. 
In Stock Catalog shows 150 
numbers. 

HERBST SHOE MFG. CO. 

MILWAUKEE, WIS. 


LANE BROS. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 





For Children 
of All Ages. 
tinctive Patterns. 


Dis- 

Excep- 
Many surprises in 
Send for IN 


tional. Values. 
the Spring Line. 
STOCK Catalog. 


CHILD LIFE SHOE MFG. CO. 
MILWAUKEE, wis. 























A FIRST WALKING SHOE 
worthy of 
AMERICA’S TODDLERS 

SWAN shoes of selected 

leathers and findings, 

particular workmanship 

and fine fitting styles 

are a profitable line for 

the retailer. High shoes, 

oxfords, one straps and 

sandals in 

tock. Moccasin 

or plain toe in 

white, tan and 

smoke elk and 

patent leather. 

Immediate de- 

livery. Write 

for prices. 

SWAN SHOE CO., INC. 
Baltimore, Md. 
New York Office—705 Marbridge Bldg. 














BOOT AND SHOE RECORDER, 


February 3, 1934 





> ON THE SELLING END <« 


News of the Travelers and Sales Activities 





Philadelphia Travelers Meet 


The annual meeting of the Philadel- 
phia Shoe Travelers Association was 
held on Saturday, Jan. 20, at the Hotel 
Adelphia in that city. As usual the 
meeting was preceded by a luncheon at 
which the members were guests of the 
association. It was an almost record 
attendance, a good majority of the en- 
tire membership being present. 

The meeting, called to order by Presi- 
dent Charles Scanlon, followed the 
luncheon, and was preceded by a num- 
ber of short talks by Cal Mensch, secre- 
tary-manager of the Middle Atlantic 
Shoe Retailers Association, William 
Prather, H. Walter Scott, Samuel C. 
Koons, and others. Mr. Cogswell, presi- 
dent of the Boston Shoe Travelers Asso- 


| ciation, brought greetings from that 
| organization. 


The opening of the meeting itself 
was signalized by a silent tribute to 
two members of the association and 
well-known traveling men whose deaths 





occurred during the year, Arthur C. 
Earle, and Frank M. Beckett. A re- 
vised constitution and by-laws, previ- 
ously considered by committee, was 
presented by A. R. Tuffler and was 
adopted, ordered printed and copies 
mailed to the membership. 

The reports of the standing com- 
mittees, secretary-treasurer and presi- 
dent were read, showing the association 
to be in very excellent condition, and a 
wide range of activities throughout the 
year. 

The election of officers for the pres. 
ent term resulted in the continuation 
in office of Charles Scanlon, president; 
Paul S. Lippincott, Jr., secretary-treas- 
urer; the election of A. R. Tuffler as 
vice-president, and two members of the 
board, William Miller and Louis Zuroff. 

General discussion upon various mat- 
ters, including the holding of more fre- 
quent general meetings, occupied the 
attention of the meeting until adjourn- 
ment. 








| Laughlin With Wolff-Tober 


J. B. Laughlin, formerly vice-presi- 


| dent of the Wolnicar Shoe Company, 


Brooklyn, recently joined the sales 
force of the Wolff-Tober Shoe Manu- 
facturing Company. Mr. Laughlin, 
who covers Ohio, Indiana, Illinois, 
Michigan and Wisconsin, reports very 
satisfactory business. 


Barnes Joins Rogers Staff 


John F. Barnes is now representing 
the Rogers Bros. Shoe Co. of Boston 
and is covering the Maryland, Delaware 
and Eastern territory. He was with 
D. Myers & Sons for a period of ten 
years and with the En-Joie Shoe Co. 
for two years. 


Thomason With Florsheim 


Clyde J.’ Thomason was a _ recent 
visitor in Atlanta on his initial trip for 
the Florsheim, Shoe Company, which he 
is now representing in this territory. 
Mr. Thomason was for nine years 
Southeastern representative of the 
Boyd-Wright Shoe Company, and has 
traveled the Southern territory for a 
period of fourteen years. 


Hanan Men on Road 


G. B. Coates and W. H. Hanna, two 
well-known sales representatives of 
Hanan & Son of Brooklyn, New York, 
have left for their respective territories 
this week with the Hanan line of men’s 
shoes. They are carrying the new 
1934 models in the finest grades of the 
favorite leathers with the Hanan 
standard of expert craftsmanship back 
of each one. Mr. Coates is traveling 





through the Northern States from New 
England to Iowa and Mr. Hanna is 
calling on the retailers in the South 
and Southwest. 


New Fabric Developed 


Of interest to the trade is an im- 
proved fabric known as Barbourdine, 
which has been developed especially for 
fine overshoes and arctics. It is knit- 
ted, not woven, and its makers empha- 
size the fact that it is guaranteed pure 
silk and wool face, in contrast with 
the usual woolen fabric hitherto avail- 
able for this type of footwear, which 
contains a sizable percentage of cotton. 

This double construction fabric, 
through its flexible firmness, makes 
better lasting and fitting possible, and 
its live, resilient character contributes 
to the permanent shapeliness and long 
life of overshoes and arctics. It has 
already been accepted by several lead- 
ing producers of overshoes for volume 
production. 

Barbourdine is a product of the Bar- 
bour Mills, Fabric Division of the Bar- 
bour Welting Co., well known to the 
trade as manufacturers of Barbour 
Stormwelt. 


C. E. Spence Starts Store 


ALBANY, ORE.—C. E. Spence, wh» 
has had a wide retail shoe experience. 
has recently opened a shoe store in 
this city under the name of the Spenc: 
Shoe Store. For seven years Mr 
Spence was with Huffman-Merrill Merc 
of Trenton, Mo. He also spent 1: 
years with the J. C. Penny Co. manag 
ing stores in Monroe, La.; Albany, Ore 
and Dallas, Ore. 
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BROWN PLANT REOPENING EMPLOYS HUNDREDS 


Dixon, ILL.—Commenting on the re- 
opening of the Dixon plant of the 
Brown Shoe Company, after a shut- 
down of several months, the Evening 
Telegraph of this city published an in- 
teresting article giving some of the 
early history of the plant and showing 
its importance as a manufacturing unit 
in the shoe industry. The Telegraph 
article said in part: 

“The building which now houses the 
Brown company’s Dixon plant was 
built in the late 80’s by the late William 
J. McAlpine for the C. M. Henderson 
Shoe Company. The late Fred Watson, 
brother of Sam Watson, was the prime 
mover in locating the building. 

“Fred K. Tribou and several other 
Dixonites recall the early days of the 
shoe making industry in Dixon. The 
present structure when built, was 
erected as a model manufacturing 
building in the central west. 

“The Watson-Plummer Company took 
over the plant in 1902 and continued 
its operation until 1913. This firm 
was very successful in the making of a 
high grade of shoes for several years. 

“Late in 1913, the property was 
taken over by the Brown Shoe Com- 
pany of St. Louis. Many changes took 
place within a short time. The small 





factory building at the corner of First 
Street and College Avenue was torn 
down and after a few years some of 
the property was plotted and sold as 
city building lots. 

“E. H. English came to Dixon in 
January, 1914, and took over the man- 
agement of the plant, which manufac- 
tured extensively a line of misses and 
women’s McKay shoes. With only 
minor operations, the Brown Company 
continued the operation of the plant 
until the Spring of 1933, when it was 
closed down and all of the equipment 
removed from the building. 

“Hundreds of shoe makers, many of 
whom had learned their trades in the 
various departments were thrown out 
of work. Within a short time, Frank 
Stephan, chairman of the industrial 
committee of the Dixon Chamber of 
Commerce, launched a campaign which 
was intended to reopen the factory. 
Numerous visits were made to St. 
Louis, the head offices of the Brown 
company by delegations who paid their 
own expenses, and who were solely in- 
terested in the restoration of activities 
at the Dixon plant, which would reem- 
ploy many people. 

“Officers of the Brown company only 
recently announced their intention of re- 








WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 
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cpening the Dixon plant and Thomas J. 
Lyons who for more than 20 years had 
been associated with the firm as travel- 
ing quality expert, was assigned to 
superintend the plant. The first opera- 
tion started Tuesday of this week when 
the cutting room opened for operation. 

“The outlook at the present time is 
for the most successful operation in 
years in the Dixon plant. For the first 
few weeks, the factory will turn out a 
line of cloth sport shoes for women. 
Later, the factory will return to the 
manufacture of a line of fancy leather 
shoes. The first few days of operation 
are expected to turn out approximately 
1200 pairs daily. Walter Eakins, gen- 
eral superintendent of the Brown com- 
pany, in a visit to the local plant a 
week ago, indicated that the Brown 
factory would be depended upon to turn 
out a daily capacity of about 5000 pairs 
and operating on this schedule, would 
employ upward of 500 people. 

“Word of the resumption of opera- 
tion of the plant was received just be- 
fore the holidays and was the most 
encouraging and optimistic bit of news 
that had been received in Dixon in 
many months. Business interests and 
citizens in general, enthusiastically wel- 
comed the announcement of the reopen- 
ing of the shoe factory, and the 
prospects for the most active program 
of shoe making in Dixon in many 
years.” 














UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


—— 


TO $3.50 SINGLE 


TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Let the RECORDER help you 


locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


Inquiry Department 


Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


BROADWAY AT 32ND STREET - NEW YORK 
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WHERE TO BUY 


Riding Boots 


6 ke 


\ RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field |; 
Boots. / 


Write for catalog. | 





i i el 


WHERE TO BUY 
Dancing Shoes and Taps 


6 6 Er 





BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-C 24%, -8 
$1.55 


OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 








To Open Stores in America 


Paris, FRANcE—After a careful sur- 
vey of twelve leAding American cities, 
Enzel, a famous bottier of 6 Faubourg 
St, Honore, Paris, has decided that 
Philadelphia shows the best possibili- 
ties for a high-grade retail woman’s 
shoe store and plans to open what will 
be the most distinctive feminine shoe 
shoppe in the city some time in March. 

Enzel have leased, for a term of 
years, the entire seven-story and base- 
ment building at 1228 Market St., hav- 
ing a frontage on Market Street of 21 
ft. by a depth of 100 ft. According to 
the representative of Enzel, who was 
in Philadelphia yesterday to close this 
transaction, it is planned to open a 
chain of stores throughout the United 
States featuring exclusive footwear. 

Extensive and unique alterations are 
to be made, so that the Enzel salon 
will have the continental flare for the 
unusual, both in design and comfort- 
able atmosphere throughout the shoppe. 
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Retailers Approve 
Conference Date 
Pres. Mittelman Takes Action 


President M. A. Mittelman, in his 
first weeks of office, has been called 
upon to give consideration to a number 
of pressing problems of association 
work. 

In conference with George H. Meal- 
ley, chairman of Tanners Color Com- 
mittee, he decided upon April 16 and 
17 as the dates of the Joint Styles 
Conference, at which time the program 
for Fall and Winter would be prepared. 
The Joint Styles Conference has been a 
semi-annual feature of the trade for 
15 years, and this year’s early date is 
expected to do much to expedite the 
early selection of colors, leathers and 
materials. Consideration was given to 
the needs for a more orderly anticipa- 
tion of footwear for Fall selling, and 
hopes were expressed of \1 unified trade 
approach to the new s2ason through 
the participation of tanners, manufac- 
turers and retailers in planning the 
work of industry. 

At the present moment the Joint 
Styles Conference participants include 
the National Shoe Retailers Associa- 
tion, the Tanners Council of America, 
the National Shoe Wholesalers Asso- 
ciation and the National Shoe Travel- 
ers Association. 

President Mittleman’s cabinet was 
also announced in the selection of the 
following executive committee: Jesse 
Adler, New York, chairman; Harry A. 
Fontius, Denver, Colo.; J. Gordon Mc- 
Neil, Boston, Mass.; Arthur E. Ebbs, 
St. Louis, Mo.; John Holden, New York. 

The ways and means and finance 
committee consists of Herbert Rich of 
Washington and George Hess of Balti- 
more. 

Consideration was also given to the 
latest bid for the convention city of 
1935. The Chicago Hotel Men’s Asso- 
ciation tendered the dates Jan. 7, 8, 
9, 10, and promised complete coopera- 
tion. 

President Mittelman is also giving 
consideration to the possibility of mov- 
ing national headquarters to New York 
City and making it a general service 
station for the industry—covering all 
the needs of buyers and sellers — 
through the issue of bulletins and ac- 
tive participation of headquarters in 
every retail activity. 


Columbus Shoe Club Officers 


CoLuMBUS, OHIO—President Stark 
Altmaier of the recently organized 
Columbus Shoe Club has appointed the 
following on the executive committee: 
William A. Easton, manager, Forsythe 
Shoe Co.; Dick Mahanna, Hoolbrook 
Bootery; Ellsworth G. Greiner, Evans 
& Schwartz Shoe Co.; Joe M. Ryan, 
manager, Fashion Shoe Department; 
Ralph H. Hamberg, manager, Allen 
Shoe Co., and Al Evans, manager shoe 
department, Morehouse-Martens Co. 
The four elected officers are members 
of the committee ex-officio. 
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New Improved 


Pouy Cup 


for Price Tickets 
$4.00 $2.25 
eross half gross 
Tilts at any angle 
M. D. POLLINGER CO. Holland Bidg., St. Louls, Me. 

















STOP IN PHILADELPHIA 
HOTEL PENNSYLVANIA 


ZSIMECHESTNUT STS. 








Ohio Valley Convention 


CoLumBus, OHI0O—Joe Ryan, presi- 
dent of the Ohio Valley Retail Shoe 
Dealers Association, announces that the 
date for the forthcoming convention of 
his association has been set to be Feb. 
26 and 27. The Deshler-Wallick Hotel 
has been designated as official head- 
quarters. Important discussions of the 
retail NRA code and sales tax policies 
will be held. 

Manufacturers who wish to have rep- 
resentatives and sample rooms for dis- 
plays while the retailers are in town 
should write direct to the headquarters’ 
hotel for reservations. 

The hotel management has already 
reported that several large manufac- 
turers have reserved rooms. 


THIS WEEKS BOUQUETS 





Recorder Gives Us New Thoughts 


We wish to say that the Boot and Shoe 
Recorder is very valuable in this territory, 
giving us new thoughts which we cannot get 
so far away from the market. 

The Liberty House, 


Honolulu’s Community Department Store, 
Honolulu, Hawaii. 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ONE WAY TO MAKE 
THE NEW YEAR PROSPEROUS— 
RECORDER WINDOW DISPLAY CARDS 


IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 
tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 

RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 

You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 

Samples will be sent on request 








Vou are 
INVITED 
to come inside 


WE WOULD ENJOY 
SHOWING YOU SOME OF 
OUR_ADVANCE 


Style 








L 





JANUARY 


Buff board, design in 
blue and silver, text in 
black. 


Size: 8x14” 
COMPLETE TEXTS 
sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service. 
Fitting, Quality, Ete. 

Single Cards: 60¢ each 

Without Text: 35¢ each 


JANUARY 
HARMONIZING 
TICKET 
Available to non-show 


card subscribers at 
prices listed below. 











“L”: Blue & Silver “I”: Pale Green “S$”: Red Flower “Z”: Yellow Lan- 


stock. 


“O”: Rose Design 


design on buff Design on Buff. on Bright Yellow. aca ak ee er yo on Light Tan. 
Gunge. Yellew. 





Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 


WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J’—Polly Clips for tickets: l% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 

“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 











RereorR 





cL | °° 














66°? 
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ORE SHOES! 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service cubsoribers may 
exchange any cards received for others of the current month, 
whose ‘texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
net harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 
Oval base — bur- 


nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 





BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 
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Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards .. . 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 


Please enter our order for the Recorder “Selling Mes- 
” beginning with January, for card service 
» for one year, consisting of 
holders (with the first month’s service), 
blank tickets each month—OR— 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month's service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAWIFIED anno WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
ae 











SALESMEN WANTED POSITION WANTED POSITION WANTED 








WANTED: 
An experienced salesman with trade ° 
established in Southwestern New Experienced Shoe Man 
York and Northern Pennsylvania. 


Prefer men whe hes seld general line. One of the most experienced shoe men in the U. S. is available 


Real rtunity f ducer. 
Seete on Ree po sal pea for a manufacturer who has a hard job to be done. Is alert, 
for last two years. Give two reliable progressive, a hard worker and ever ready to adopt better and 


references. shorter methods. Has always been given big responsibilities 


FI a ig Neng oe and has always made good. Thoroughly acquainted with dis- 
239 West 39th St., New York, N. Y. tribution from coast to coast, is a good merchandiser and shoe- 


maker; has ably managed large organizations. Drastic change 


ALESMEN wanted for short snappy line of 9 i i i i 
A me $5 retailers, Brockton made” Give full of new management's policy in present connection makes him 
information in first letter. A. Freedman & available. His firm speaks in highest terms of his accom- 
Sons, Inc., Brockton, Mass. P rs sae . 

plishments and his ability to get cooperation. He prefers a 


fie ee ee ie moderate salary and share of profits based on results. A good 


footwear retailing at $4.00 and $5.00; carried shoe manufacturer can earn big dividends on him. Is well 
ritories . 
ia, Miedudeel, Towle known to Everit Terhune, W. M. LeBrecht and Arthur 


Georgia, Florida, Alabama, Mississippi, Louisi- 


ana, The Till Shoe Company, Oswego, N. Y. Anderson of the Boot & Shoe Recorder, 239 West 39th Street, 


ALESMAN wanted who is now calling on New York, N. Y., who will put you in touch with him. 
shoe factories east of Chicago, to represent 
one of the largest and oldest shoe lace manu- 
facturers with a complete line of shoe laces. 
State qualifications fully. Diamond Braiding 


Mills, Chicago Heights, II. 

UTTING ROOM FOREMAN on women’s 
WEL KNOWN SHOE POLISH MANU- C high-grade novelty shoes wishes position. LINE WANTED 

FACTURER WILL HAVE sett cea College education. Fifteen years’ experience. 
VACANCIES ON SALES FO Can show profit on cutting costs and develop 
OUS STATES. EXCELLENT. “OPPORTU. quality. Knows leather. Last five years with PENING a Factory Outlet Store; want bet 
NITY, PeRMANENT CONNECTION. AP. one of the largest manufacturers. Also knows O ter grade of branded, cancellation-rejects 
PLY BY LETTER ONLY. B. BENNETT, accounting. Address D-624, Boot and Shoe m Rao le shoes. Address 1-633, care Boot 
49 WOOSTER STREET, NEW YORK CITY. Recorder, 140 Federal St., Boston, Mass. Re oc Recorder, 239 West 39th Street, New 
York, oN. 





















































FOR LEASE 

LINE WANTED OR Minnesota men’s or children’s manufac- 
turer, line low or medium priced. Satisfac- 

WE want to sub-lease basement and main tory references. Address D-626, care Boot 
floor space for a complete children’s, boys’ OOST BIGGER BUSINESS—Are you inter- Shoe Recorder, 239 West 39th Street, New 
and girls’ shoe department in our new store B ested in young man, 10 years’ experience York, N. Y. 
opening Bag Oso nHe NOS SHOE. selling shoes in California, at present employed, 
INC. ace Ge y. wants women’s line hot novelty shoes to retail WANTED: For Western Pennsylvania and 
4 at $2-$3-$4? References exchanged. Address neighboring territory, popular priced line 
D-636, care Boot & shee _— 239 West ladies’ novelties. Last firm has liquidated. Wil! 
39th Street, New York, use car. Address D-622, care Boot & Shoc 


WANTED TO PURCHASE Recorder, 239 West 39th Street, New York, 


N. 
EXPERIENCED shoe salesman well ac- : 
quainted with trade wants popular priced SALESMAN covering New York State out 
Men! s work or dress line for State of Wash- side of New York City desires complete lin« 
care Boot & Shoe of men’s, women’s and children’s shoes. 
dress D-627, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


























WANT to buy a used X-ray foot machine 
for use shoe store. Must be _cheap—g 
condition. Address D-637, care Boot & Shoe ington. Address D-635, 
Recorder, 239 West 39th Street, New York, peveemes. 239 West 39th Street, New York, 

ae 2 Ns es 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 
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FOR RENT 


HOTELS 


BUSINESS OPPORTUNITY 





15 by 95. New front. Main 
Ideal for shoes or ladies’ 
207 South Main St., 


STORE room, 
street location. 
wear. B. M. Harris, 
Greensburg, Penna. 





WiLL sublet space for Men’s shoes in_high 
class Men’s Clothing and Furnishing Store. 
Styltone Men’s Shop, 425 Spruce St., Scranton, 
Pa. 








FOR SALE 





STABLISHED shoe business, city of 100,- 

000 population; eastern Virginia. Good 
lease. Expense: Two dollars per day including 
rent. Twenty-five hundred will buy. Cause 
of selling: Ill health. Address D-634, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








MERCHANTS’ NEEDS 





SHOE STRETCHER. 





VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best B gree of cold rolled steel, nickel 
pla For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or 
send your order direct to us. 

with 3 sizes 


$5.00 COMPLETE “Sia 
NU-WAY SHOE STRETCHER CO. 


4367 Duncan Ave St. Louis 














SUT WEST of BWAY 


NEW YORK 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


ROOMS $950 SUITES $600 


from 





v St. Louts its 
Hotel 


81H & ST.CHARLE 


‘91H & WASHINGTON 


4 50 andup 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system 0 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


will buy surplus or entire stocks ef shees 
wen  manufacterers, Jo bbers or retailers. . 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc 
590 Broadway New York 
Phone Canal 6-4298 and 4299 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes euch as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 


89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 




















RATES FROM 


*2.50 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


This ‘short-cut’ location 
saves Time and Money 
in New York... 


The Piccadilly is “close to everything.” Ninety 
per cent of your calls are within a few minutes’ 
radius of this new hotel, and its short-cut loca- 
tion will save time (and taxi fare) in covering 
the town. 


And when you need relaxation, you are right 
in the center of theatres and amusements . . to 
say nothing of the Piccadilly’s own “Silver 
Lining” Cocktail Room Perfect. De luxe din- 
ner and supper, with dancing in the Georgian 
Room, for one dollar! 


The Treasurer himself will applaud your keen 
sense of values in choosing this hotel, where 
comfortable rooms and delicious meals are 


bargains. 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 













































Buster Brown Returns to Comics 


St. Louis, Mo.—Buster Brown, who 
some years ago was the children’s 
choice in the funny papers, returns to 
renew his old success. The Brown 
Shoe Co. will launch a campaign fea- 
turing in 66 leading newspapers the 
antics of Buster Brown and his dog 
Tige. 

The advance announcement claims 
46,000,000 people will be reached with 
the list of newspapers selected through- 
out the United States in which the new 
Buster Brown comic feature will ap- 
pear. 

In addition to the comic series ap- 
pearing in the papers, a number of 
items are shown which may be obtained 
free by sending to the Brown Shoe 
Co. a box label, entitling the sender to 
the souvenirs. 

One of the leading comic strip artists 
has been engaged to draw the charac- 
ters and the interest injected into the 
rejuvenation of Buster Brown will at- 
tract wide attention because of the 
unusual ideas created by this car- 
toonist. 

Buster Brown and his pals make 
their initial bow to the readers on 
Feb. 18. 


Pump Pleases Stars 


Los ANGELES, CALIF.—-La Mode 
Shoes, Inc., fashionable Los Angeles 
slipper shop, has captured and held 
the patronage of a half-dozen or more 
leading moving picture stars with an 
especially designed “Caprice” pump. 
This pump photographs well, giving the 
foot a trim appearance in films. Fea- 
tures of the pump are a medium vamp, 
narrow, close-fitting heel, dipped sides, 
high arch, and 20-8 heel. It is made 
in all materials and is a year-around 
seller. H. A. Thimm, one of the two 
proprietors, states that one star re- 
cently refused to act her part until 
the studio consented to fit her out with 
the “Caprice” pump. A pump that stars 
beam down upon means a lot in sales 
volume, Mr. Thimm says. 
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sleeping last Saturday night. He was 
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John Duttenhoffer 


MIAMI, FLA.—John Duttenhoffer, 67, 
one of the founders and a former offi- 
cial of the Val Duttenhoffer and Sons 
Shoe Manufacturing Company of Cin- 
cinnati, died in a Miami _ hospital. 
Mr. Duttenhoffer arrived at his Miami 
Beach home only a few days ago to 
spend the season. Until eight years 
ago Mr. Duttenhoffer served his com- 
pany as vice-president and general 
buyer, at which time he retired. He 
was a member of the Cincinnati Coun- 
try Club, Queen City Club, the Elks 
and the Knights of Columbus. Besides 
the widow, Mrs. Dora Duttenhoffer, he 
leaves two sons, Carl and Stanley of 
Cincinnati, three daughters, Mrs. Wil- 
liam T. Kilborn, Mrs. Robert Wheat 
and Mrs. E. R. Ritter, and four grand- 
children. 






















C. W. Swanson 


JAMESTOWN, N. Y.—Charles William 
Swanson, who for 38 years had been 
actively engaged in the retail shoe busi- 
ness in Jamestown, is dead. He was 64 
years old and had been in ill health 
since suffering a stroke of apoplexy 
last April. Besides his widow, Mr. 
Swanson is survived by two sons, Law- 
rence W., and Leland H. Swanson, and 
a daughter. Burial was in Jamestown. 
























M. F. Costigan 


LYNN, Mass.—Michael F. Costigan. 
of the Bender Shoe Co., died whil 








born Sept. 4, 1864, in Cheshire, Mass.. 
learned shoemaking, started manufac- 
turing on a small scale, with friends a- 
partners, and they all worked at th: 
bench. From this start in 1910 the 
Bender Shoe Co. rose to be a leading 
firm in Lynn. 

Mr. Costigan was a director of th: 
Lynn Shoe Manufacturers Associatio! 
and a fourth degree member of th: 
Knights of Columbus. He represente:! 
Lynn manufacturers at hearings 0: 
the shoe tariff before Congress. 

He is survived by his wife, daughte) 
brother and sister. 
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THREE YEARS IN ADVANCE 
WITH OPEN TOE SANDALS 


The only sandal made with seamless quarters both inside and outside— 
And as fine as the Darlings that wear them. 


The Sun-Ra sandals keep good feet healthy. They are made with all 
the features which make Kali-Sten-Iks Famous—3 point suspension 
insole contour, nailless heels and the patented bulb shape heel. 


A great summer business is just ahead for children and Sr. Misses 
2571—Red calf toeless Sun-Ra Sandal sandals. For your quality customers who want the best, the Sun-Ra 
2541—Same in Genuine Norge Seal meets every requirement in technical accuracy for shoemaking, fine 
2577—Same in Genuine Tan Pigskin styling and in a variety of leathers and colors. , 





2557—Same in Smoked Elk 


2580—Same in White Elk Catalogue on request 





THIENSVILLE, WISCONSIN 


Vol. 104. No, 23. Published ont. week by. the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second sme matter, Sept. 10, 1925, 
at the Post Office at New York, N. Y., under the act of March 3, is79, Subscription price $3.00 per year. Printed in U. S. A. 
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THAT’S HOW BUYERS 
1934 STANDON 


UALITY leads the way! Style adds its magic 
Q touch to sensational, can’t-be-duplicated 
STANDON features backed up by a perfect balance 
of construction. Enthusiastic buyers are loud in their 


No. 5009—Chocolate brown upper. Dark brown 
sole, toe guard, outside foxing, eyelet stay, tip praise of the eye-appeal, rugged ness of molded soles, 


and arch support. White inside foxing. Men’s 

6Y2-11, 85¢. Boys’ 2Y/2-6, 79¢. Youths’ 11-2,73¢. and the quality of heavy double-stitched Duck 
uppers. They have pronounced the new STANDON 
line “a masterpiece of tennis shoe craftsmanship, 
a perfectly balanced product.” All are predicting a 


knock-out success for this new kingpin of the lot. 


A record-breaker in 1933. Already a smash hit in 
1934. The only tennis shoe with the STANDON 


No. 5012—White upper. Natural crepe sole and 
inside foxing. White toe guard all around shoe. 


inside fing, Whi foe guard all arpund hoe 
Men's Gilt, $1.00; Boys" 226, 954, Yeas’ ~=NOTHING TAKES THE PLACE 


11-2, 86¢. 


No. 5001—Suntan upper. Brown sole, foxing, 
eyelet stay and arch support. Black toe guard and 
tip. Men’s 61-11, 72¢. Boys’ 214-6, 67¢. Youths’ 
11-2, 62¢. Gents’ 6-101/, 57¢. 
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TENTED FEATURED 


DESCRIBE THE 
TENNIS LINE 


genuine leather insole, made by a secret tanning proc- 
ess and stitched into the shoe by a patented con- 
struction. Improved by a new, added feature— 
VENTILATED—by perforating which helps the 
sole “breathe”. Reduces sweating and smelling, and 
prevents burning feet. No more curly, lumpy, shift- 
ing insoles. No rubber can touch the foot. 


Hard-driving, vigorous advertising will tell the con- 
sumer trade about STANDON exclusive features, 
style, quality and construction. Cash in on large 
volume profits and quick turnover. Order now. Our 
salesmen have samples. 


OF GOOD LEATHER—FOR INSOLES 


(1) Leather insole STITCHED into 
POSITION. Patented construc- 
tion. U. S. Pat. No. 1,753,872. 


(2) ‘STANDON"’ Genuine Leather 
Insole. Reduces Sweating and 
Smelling. Prevents Burning Feet. 


““STANDON”’ trade-mark stamped 
on insole, none genuine without it. 


4) New ADDED feature, VENTI- 
LATED to help sole ‘‘Breathe.’’ 


No. 5013—Chocolate brown upper. White cut- 
out sole, brown underlay. Brown toe guard all 
around shoe. Brown wing tip, eyelet stay and 
arch support. White inside foxing. Men’s 61/.-11, 
$1.00. Boys’ 214-6, 93¢. Youths’ 11-2, 86¢. 
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No. 5029—Girls’ laced-to-toe high shoe. White, 
fine grade duck uppers. White molded sole, fox- 
ing and tip. Women’s 21/-8, 71¢. Misses’ 11-2, 67¢. 


No. 5021—Brown canvas oxford with brown 
molded sole, foxing and tip. This oxford also 
made in White and Black. Men’s 61/-11, 65¢. 
= 21/,-6, 60¢. Youths’ 11-2, 56¢. Gents’ 6-1014, 
52¢. 
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and 
HEYRAUD 


French 
shoemaker of high 
reputation 
* 
looks to America for Tl ENT A MON D EL 
the finest patent lea- | 4 ee ee ae ‘ 
ther. Insists, in fact, ly 

that it be | 


COLONIAL 
PATENT 


The reproduction is of an 
advertisement by erent 
in a Parisian publi 


COLONIAL TANNING COMPANY - BOSTON 


“ATEN. 
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This year, it will be cars with “knee’’ action and 


men’s shoes that save a lot of pocket action! 


IMAGINE THIS: the “HYNAP cars” can 
only run one day without overheating and 
needing service work. The “LEVOR cars” 
perform throughout the long, hot summer 
... cool, comfortably .. . and without any 
service costs at all! Which, do you think, 
has a wonderful sales record ahead of it this 


year? 


The “HYNAP?” referred to is the white shoe 
of the gay nineties era. Then, in the good 
old summer time, men just had to keep their 
vests on over stiffly starched, bosom shirts, 
and have coat sleeves nice and short so that 
three inches of the fancy, detachable cuffs 
could be displayed to match the three-inch 
high collars that were worn. 


As men begin to learn about white LEVOR washable goatskin, 
which saves them money, time, and also keeps their feet wonder: 
fully cool, comfortable and less burdensome, they will lose 
respect for stores which have not this MODERN leather in 
summer footwear for them. The SENSIBLE NEWNESS of 
this most logical leather for men’s summer shoes insures its 
salability with profits and without effort. 


G. LEVOR & CO., INC. 


Tanners Over 58 Years 


GLOVERSVILLE, NEW YORK 
“THE WHITEST WHITES” 


Now, men choose easy-to-wear, loose, com- 
fortable summer clothes; soft collared shirts ; 
tropical suits; and the sensible white wash- 
able goatskin shoes. 


The “LEVOR car” is the shoe for summer 
wear, developed of white, washable goat- 
skin; the coolest, lightest weight, most 
comfortable leather known. The summer 
shoe leather of TODAY. 


It costs a man the price of another pair of 
shoes to “keep up” white, napped leather 
footwear. Such shoes soil instantly; need 
daily white-washing, and are a nuisance as 
well as a considerable expense. 


Shoes of white LEVOR washable goatskin 
cost nothing for “upkeep.” Anytime... 
any place .. . there’s a smudge, a man need 
only take a damp cloth and make his shoes 


immaculate again. 





WE MAKE THE LEATHER 


These manufacturers make the shoes, and they have 
tested white LEVOR washable goat for practicability. 


ALLEN-EDMONDS SHOE CORP. 
JAMES A. BANISTER CO. 
BARNEY, CAPEN & DENHAM CO. 
BROWN SHOE CO., INC. 

EDWIN CLAPP & SON, INC. 
CONRAD SHOE CO. 

CHAS. A. EATON CO. 

FRENCH, SHRINER & URNER, INC. 
R. P. HAZZARD CO. 

HEYWOOD BOOT & SHOE CO. 
HOWARD & FOSTER, INC. 

GEO. E. KEITH CO. 

MILFORD SHOE CO. 

OLD COLONY SHOE CO. 

M. A. PACKARD CO. 

C. B. SLATER CO. 

STACY-ADAMS CO. 

STETSON SHOE CO. 

N. B. THAYER SHOE CO. 
WALL-STREETER SHOE CO. 
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BUCKO 


By HUNT -RANKIN 


BUCKO is the distinctive, sport leather. It is 
different. It is beautiful. It has a deep, rich 
pile and is easily cleaned. It is soft on the 


foot. It will not stretch. 


Bucko is made in white and popular colors. 


LEATHER COMPANY 
106 Beach Street 


Shoe by 
M. N. Arnold Shoe Co. 


The ideal sport leather for the unlined shoe 


Shoe by 
M. N. Arnold Shoe Co. 


HUNT-RANKIN 


Boston 
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The Tremont 


A new, style recently 
added to our stock de- 
partment and carried 
in two ways. 


No. 0075—Black Calf 
No. 0074—Tan Calf 


Stacy-Adams 
HIGH QUALITY and SMARTNESS 
are deciding factors 


* 


In appealing to that select circle of men whose taste and means demand the best, 
obviously superior quality and the last word in exclusive styling are factors of 
greater importance than price. On the point of quality and value, Stacy-Adams 
shoes need no emphasis. 


Many are not aware, however, that the new Stacy-Adams line is being talked of 
as the smartest custom shoes on many a Main Street—and profitable, too, be- 
cause of prompt and adequate stock service on thirty-one numbers, covering all 


custom grade requirements. 


STAC Y-ADAMS 


COMPANY 


BROCKTON, MASS. 


Curtom Grade Shoes for Men 


Since 1875 


When writing advertisers please mention Boot and Shoe Recorder 











ike many other organizations, the 

Grand Rapids Store Equipment 
Corporation, during the boom years of 1925- 
1929, expanded beyond the point where it could 
profitably operate when sales volume shrank to 
the depression levels of the 30's. Its plant facil- 
ities, as well as sales and administrative over- 
head, were far greater than its requirements 


during this period. 


Thus a complete reorganization became neces- 
sary if the business was to endure, — a reorgan- 
ization based on present day business conditions. 


This has been successfully accomplished, and in 
January, 1934, the newly organized Grand Rap- 
ids Store Equipment Company acquired by pur- 
chase the business and assets of the Grand 
Rapids Store Equipment Corporation, for so 
many years the leading and largest concern of 
its kind in the world. 


The management and entire personnel of the 
new company is composed of picked men of 
long experience with the previous organization 
and in the field of store planning and equipment. 


Announcement 





Granb Rapips Store Equipment ComPANY 


S. D. YOUNG, President ; 
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Our designing staff is made up of practical mer- 
chandising experts and store architects — men 
who know modern methods in merchandising and 
how to apply this knowledge. Every man in our 
branch offices and territories has had the benefit 
of years of training. Our manufacturing facilities 
are equalled by no other similar-concern in the 
country. 


Strict economies in the conduct of every depart- 
ment of our company — sales, administrative 
and production, and the relief from former 
heavy, unnecessary overhead burdens, insure re- 
ductions in costs that will immediately be re- 
flected in a new standard of equipment value, 
hitherto unknown in the industry. 


The financial position of this organization is on a 
strong, sound basis and we can now present to 
the merchants of America the type of service 
which these times demand — experienced coun- 
sel in the all-important matter of proper store 
layout and planning, a product designed and built 
to sell merchandise and to sell it economically, 
and a responsible organization that is positive 
assurance of the satisfactory performance of 
every contract. Your inquiries are solicited. 





Main Offices and Factories: Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities 
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